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LOOK WHO’S GOING 


(Weller POWER 


Beginning October:6:with..a.tremendous. nationwide 


(WORLD SERIES WEEK} 


For your ’58 Fall and Christmas selling, Mickey Mantle, slugging 
Yankee hitter, switches his bat for Weller Power Tools... in the 
hardest-hitting array of consumer ads and point-of-sale merchan- 
dising in Weller history. A 44,568,500 audience . . . more than 63 
times the capacity of all the major league ball parks in the U.S.A. 
will be pre-sold for you. 


@ Full page LIFE ads in World Series and pre-Christmas issues. 
8 full color cover ads in all leading homecrafter magazines. 
Dealer newspaper mats and counter literature for sales tie-in. 


Local Sunday ads in 91 newspapers on the ‘opening day”’ of 
Christmas selling . . . 3 times more than last year. 


Powerfully combined national impact and local penetration. 


SPAPER 
SUNDAY NEW 
i 9] SUPPLEMENTS 


Dealer coverage where it counts 


Get ready to cash in! Stock-up with 


HEAVY-DUTY GUN 
“>| 250 was, $9295 


instant heot. MODEL 8250A 


SOLDERING GUN VALUE = eS) peainete 
Inston! heat; twin spotightsy pte) SOLDERING SET 


250 watt Gun; solder; 
special tips and wrench; 
metal case. 


) 88 $1495 














this Mickey Mantle 
Counter Display free 
to participating dealers 





"Want more remodeling business ? 
This Ply Welsh'Planning Kit" will get it!" 
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Salesman: “Here’s something you can really use in 
your business”’. 


Loo ds ais Salesman: “First she lays out her room on this scaled 
Contractor: Yeah . . . how? graph. Then she selects the PlyWelsh Pre- 
Salesman: “Suppose you have a prospect who’s in- finished paneling she likes from these scaled 
terested in remodeling or adding a room. panels”’. 
You just give her one of these PlyWelsh Contractor: “Say, they look like the real thing!” 
Planning Kits”’. 
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Salesman: ‘She just lays the panels down on the scaled Salesman: “Right! She sells herself, you get the job 
layout and she can tell exactly how many and we sell you the “package” —everything 
she'll need and how they'll look”. prefinished, everything matches! Saves you 

Contractor: “I get it. She sells herself!” money because it goes up so fast.” 
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We don’t believe there’s a remodeling contractor (or a of all related items in the exclusive PlyWelsh Paneling 


do-it-yourself customer) in your area who won’t appreciate ‘“*Package’”’. 
the help you can give him with this unique PlyWelsh These PlyWelsh “Planning Kits” are available to all 
“Planning Kit”. PlyWelsh dealers. So why not write, wire, or call for the 


Of course, it means more business for you because each name of your nearest distributor today and start more 
job it brings him means not only a paneling sale, but a sale sales coming your way? 


FINISHED WITH BRUCE PATENTED PROCESS OUT-WEARS SURFACE FINISH 14 TIMES! 


Everything prefinished— 
sone PL LSH 
Write for the name of your nearest distributor. 


Manufactured exclusively by the Welsh PlyWood Corporation, Memphis, Tennessee 
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It’s a smart attractive wall display — Here, two 48 x 33” units make one 
96 x 33” wall display. Accommodates up to 22 Virden wall fixtures. 
To extend it, just add more units. 


Shee Bek, Ee 


Add a ceiling now or later — 
Here two 48 x 54” ceiling units 
are chain-suspended from the 
ceiling, will accommodate up 
to 26 Virden fixtures. Excel- 
lent for use in smaller rooms or 
where floor space is limited. 


It’s a brand new concept in lighting fixture display! 
Modular units, designed by Virden, to answer almost 
every conceivable display problem, to fit any shape 
room. You can use it singly, or multiples, around cor- 
ners, in squares, oblongs, literally dozens of combina- 
tions. You can suspend it from the ceiling, hang it from 
the wall, or use it with legs for a free-standing unit. 


Smart in appearance, ruggedly made, it displays Virden 
fixtures perfectly, makes selling easier, faster, more 
profitable. Each unit is prewired with Bulldog Electro- 
strip. Metal panels in pastel colors are adjustable, slip 
out for easy fixture installation. 





A colorful brochure, picturing and explaining this 
new merchandiser in detail, is available. See your 
Virden distributor or write John C. Virden Company, 
Marketing Division, Dept. AL, 5209 Euclid Avenue, 
Cleveland 3, Ohio. 

















Add legs — and you have a free-standing display! 


Now it’s a complete lighting center! Displays up - 
to 48 Virden fixtures. Makes selection (and buy- . VW if - ex rn 


ing) easier, faster. VinDEN p Lighting 
Packed complete! Shipped to you prepaid! A Member American Home Lighting Institute 
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LATE AND 
IMPORTANT 


atatetatatatate A. . 


American Lumberman, September 15, 1958 


FAILURE BY CONGRESS to pass the omnibus Housing Bill should have little 
effect on actual house starts for the remainder of the year. It is 
generally agreed that its impact would have been mainly for urban 
renewal — a long-term proposition Congress can tackle again in January. 





It was difficult for proponents of housing legislation to make much 

of a case for a liberalized bill with housing starts rising and builders 
generally in a more optimistic mood. The strength of the housing lobby 
is seen, however, in the final vote. The bill needed a 2/3 vote for 
passage and lost by only six votes. 











Urban renewal programs still have millions to draw on in the months 
ahead. So far only $200 million of the $1.2 billion Federal authori- 
zation has been used. Incidentally, urban renewal is definitely not 
a big city deal. So far about half of the programs approved are for 
cities under 50,000. 











DODGE'S JULY REPORT came in after defeat of the Housing Bill. It is 
generally agreed to be the most encouraging report to date on building 
for the rest of the year. 
Future contracts in July for all building were up 24% over the same 
month of 1957. Total residential building is up 21%; 44% on apartment 
contracts, 18% for one and two-family houses. 
For many dealers August business has exceeded all expectations. For some, 
the spurt seems almost too good to be true, but you can't close your 
eyes to a busy order desk and fully loaded trucks going out each morning. 

















AMERICAN STANDARDS Association is meeting this week in New York City to 
discover just how much support now exists in the building industry 
for research leading to a standard national building code for homes. 





Under many codes now in force, but long outmoded, the requirements 
compel builders to follow wasteful specifications. In some old codes, 
the rules for flooring, roofing, plumbing, wiring and other details 
of construction were laid down generations ago. 





PREFABERS REQUIREMENTS for membership in the Home Manufacturers Association 
require that the new prospective member must have fabricated at least 
100 homes in the year prior to application. Leading manufacturers 
now selling direct to prefabers generally follow this HMA requirement 
as a distribution policy. 
Less strict policy by some producers interprets any prefaber or dealer 
with a jig for wall panels or trusses as entitled to direct deals 
regardless of his output. Wholesalers are becoming very aroused, pointing 
to this gimmick as merely a transparent "out" for the producer. 











SHORTS FROM ACROSS THE COUNTRY: At Port Arthur, Tex., air conditioned homes 
with a bath and a half are being offered for $10,500; sales are brisk. 
Garages are making a come back . . . a Survey shows that 76% of the homes 
purchased under FHA last year had garages, only 49% in 1950. Cleveland 
has approved plastic pipe from street-to-house water service; they 
become the first large city to amend their codes for plastic pipe. Starts 
jumped from 5,534 to 7,408 in the first five months in Washington, D.C., 

a 34% rise. For the third consecutive month, Texas has set an all-time 
monthly high in building permits — 18% above any other June in history. 
And the first six months are 2% above any other like period. 
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Curtis single-pane Silentite casements—also available in many other sash styles. 


Individuality...your key to 


Profit-wise dealers found the way to step up their window sales. The answer is individuality —window 
variety that offers customers the widest possible choice. 

Curtis makes such wide choice easy by providing 97 different wood window styles, types and 
combinations! 

What’s more, Curtis offers the advantages of superior craftsmanship... guaranteed quality ...special 
features found in no other windows. 

Curtis windows, doors, cabinets, mantels and other woodwork are helping successful dealers provide 
the extra “‘customer appeal” that’s needed today. Full information about the Curtis line is yours for 
the asking. Write or phone our nearest office. 
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profits with Curtis Silentite windows 


CURTIS COMPANIES INCORPORATED, Clinton, lowa 


Wausau, Wisconsin 
R | S Chicago, Illinois 
| Sioux City, lowa 
Lincoln, Nebraska 


Minneapolis, Minnesota 


WOODWORK heart of the home 


New London, Wisconsin 
Oconto, Wisconsin 
Scranton, Pennsylvania 
Charlotte, North Carolina 


Atlanta, Georgia 
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“Faster glue sales are almost automatic with 
the Weldwood Floor Model Adhesives Center.” 


Joseph W. Sullivan, Ernst Hardware Co., 6th and Union St., Seattle, Wash. 


“The color-keyed selector chart makes it easy for 
our customers to find—and buy—the right glue,” 
says Mr. Sullivan. “No more lost sales because a 
salesman wasn’t free to give immediate service.” 
The new Weldwood Floor Model Adhesives Center 
is compact, complete—stocks the 4 fast-selling glues 
that cover 95% of your market. Saves valuable 
shelf space, cuts inventory, steps up your turnover 


WELDWOOD’ ADHESIVES 


x Presto-Set G/ue ¢ Plastic Resin Glue 
Contact CementeWaterproof Resorcinol Glue 
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for faster profits. Also available: attractive new 
counter model for stores where space is limited. 
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United States Plywood Corporation 
Dept. AL 9-15-58, 55 W. 44th St., New York 36, N. Y. 


Please rush me my free Weldwood Adhesives Center (check 
model) complete with adhesive assortment, at special price 
indicated. 

[] Floor Model—$100.45 (Retail value $150.84) 

[_] Counter Model—$40.16 (Retail value $66.94) 
Store Name 
My Name.... 
Address 
Jobber’s Nome... 


City.... 


Sicceictncneninne cere ttieieiartnees enartinn ena meee chematonaeeicitan ila tena nEeE 
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TRY THIS FOR STRENGTH! 


You can support a Barrett Insulating Tile by its flange. 
Most other tiles would crumble in your hand. 


Insulating Tile is just one of many Barrett products that 
now have superior strength, thanks to the new CHEM-FI 
process for manufacturing insulating board. 


The CHEM-FI process is a unique method of separating 
wood fibers by chemical means. Insulating board manu- 
factured in this way retains the fiber strength of natural 
wood ... has greater uniformity and more even thermal 
resistance. These advantages make a dramatic difference 
in all these Barrett Insulating Board products: Roof 


Insulation e Building Board e Utility Board « Insulating 
Sheathing ¢ Insulating Plank e Insulating Tile. 


The greater strength of these products means less damage 
in transit and on the job...fewer returns and com- 
plaints... new ease of installation for tile, board and 
plank by do-it-yourself customers. The CHEM-FI 
process brings the biggest improvement to insulating 
board since its introduction. If you haven’t seen the 
difference, and had it demonstrated to you, call your 
Barrett representative now. Or write directly to: 





LEFT: 

THE CHEM-FI PROCESS — This 
microphotograph of Barrett Insulating 
Board shows the long, interlocking 
wood fibers that provide reinforce- 
ment.. give the board superior 
strength. 


RIGHT: 

OTHER PROCESSES — This 
microphotograph shows typical fiber 
distribution of insulating board made 
by other processes. A few fibers are 
long, but many are powder-like, pro- 
viding no reinforcement. 


THE MICROSCOPE PROVES THE DIFFERENCE! 


BARRETT DIVISION 


40 Rector Street. New York 6. N. Y. 
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It’s open season 
P “ih 


on new 


with DODGE REPORTS 


to track down your live prospects 


A good nose for construction news is a big asset 
to any contractor. But you can’t hope to corner 
all your prospects... just at the moment they’re 
no matter how many doorbells you 


active... 
ring or how many rumors you chase. 


Dodge Reports lead you straight to in-the- 
market prospects, so you can concentrate your 


efforts where they'll pay off. 


What are Dodge Reports? They’re daily no- 
tices — mailed directly to you — telling in advance 
who is going to build what and where .. . any- 
where in the 37 eastern states. 

You specity the area and types of jobs you 
want to cover. Dodge tells you whom to see and 
when to bid — even who else is bidding — on all 
phases of construction. 


WRITE FOR FREE BOOK 


F. W. Dodge Corporation, Construction News Division, 
119 West 40th Street, New York 18, N. Y., Dept. 2098 


Send me the book “Dodge Reports—How To Use Them Effectively” 
and let me see some typical Dodge Reports for my area. I am interested 


in the markets checked below. 
C] General Building 
[) Engineering Projects (Heavy Construction) 


(0 House Construction 


Area 





Name 





Cc 





Pp 


Dodge Reports 
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A VOLUME 
MARKET.. 


WEATHERSTRIPPING 


Combines rigid and flexible vinyl for surest sealing known! 


for VOLUME PROFITS! 
the NE W low, low cost 


model V§-333 $3%°. 


a ; retail 
for door openings up to 3’0 x 7'0 
Individually carded on self-merchandiser for peg-board or 
counter display. 


DURAflex VINYL-STOP Weatherstripping 
combines rigid vinyl base with 
4S ¢ . flexible vinyl seal that compresses 
ATT Va against door to lock out weather! 
ed Far superior to any other weather- 

1 — 96" > stripping ever sold! 


DURAflex VINYL-STOP Weatherstripping 
comes with ends coped to fit snugly at corners...eliminates 
mitering. Three simple cuts with a saw fits VINYL-STOP 
to any doorway. Nails in place easily with rust-proof nails 
(supplied). Easily fastened to metal jambs with ordinary 
sheet metal screws. Can be painted with most paints, too!* 


DURAflex VINYL-STOP Weatherstripping 


sells on sight! 








“_ 


SEND COUPON FOR COMPLETE INFORMATION NOW! 
The DURAFiex Co..3500 N.W. 52nd St., Miami 42, Fla. Dept. AL-9 
Please rush me complete information on 

OC) VINL-stoP Weatherstripping [[] DURAflex Threshold 


*Most paints recommended for wood. 


DURAflex® 
THRESHOLD 


is a proven sales leader—over 

1,000,000 installations to date! 

Aluminum base holds vinyl seal that springs 

against bottom of door to keep weather out, heating and 
air-conditioning in! Exclusive vinyl strips along bottom stop 
water seepage. Sell DURAflex Thresholds, greatest threshold 
improvement in 25 years, for greater profits, faster turnover. 
U.S. Potent 2718677 Other U.S. and Foreign Patents Pending 
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COPY thccins See eee ae 





i NAME 


My wholesale distributor is iii inieegihentiniogelh } 
I ee 





September 15, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 40 on Coupon, page 104 13 





Two-page spread in Dec. 6 issue 
of The Saturday Evening Post 


Biggest Christmas 


Tool Promotion in 
Stanley’s History! 


PRICES 
X58 UNIT 





Dealer 
Cost List 
Number item Each Each 
X105A Bit Set (4 No. 105 ‘eave ie 
¥% and 1 in. sizes) . = .. $2.25 $3.38 
X41 Yankee” Push Drill F 6.75 
XSTIY "Steelmaster’ Nail Hammer— 
4.99 
X264 Torpedo Level, Aluminum . P 2.95 
X1204 Bench Plane R 5.79 
X348W "Glide-O-Matic” 8 ft. Tape Rule 1.03 1.55 
X295 “Surform", File Type.......... 1.80 2.69 
X296 "Surform”, Plane Type 2.47 3.69 
X145K "Swirlaway” Sander Kit....... 3.30 4.95 
X122 Combination Square, 12 in 
e RE Sm X58 Christmas Unit—one each above 
d isplay® tools, gift packaged, plus 4-color 
Featuring Stanley Claus .s he appears in the ee a 
POST ad, surrounded by Stanley Christmas tool 
selections. Big (24” x 20”) full-color display is STOCKING FILLERS Five popular $1.00 items on 
a real stopper for counter, window or island. cards. Practical, inexpensive gifts—in free display unit. 
*With Stanley X58 or H-9 unit. 
Dealer 
Cost 
HAND TOOLS Number Each 


’ : X299C Utility Knif 
NEW PRODUCTS Such as Stanley’s exclusive new X101C Mest: Pinte. 3% in. Pe: ee 


SWIRLAWAY sander and SURFORM tools. XAO6W-C Tape Rule, 6 ft. . eee 


SPECIAL PACKAGING Ten popular tools individu- X1211C Nail Sets and Conter rch a 
ally wrapped in colorful “Rapid-Wrap” Christmas X3000C Screw Driver Set (1ea.3006—3” 
boxes—available in X58 unit or open stock. and 1721). . iP .67 


: i Display Carton ‘with 5 ‘each of 
TOOL SETS Four different tool sets and chests—at 5 ar teats ted cheve 


tractively priced for fast, easy sales. Total of 25 Tools 


September 15, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





CD... 














ELECTRIC TOOLS 


FREE MERCHANDISE 4: no cost to you, your cus- SPECIAL PACKAGING H-9 unit includes free mer- 
tomers receive free merchandise worth $11.20. chandise, literature, four-color store display and tools 
—all packed in one weight-saving carton. 


PROMOTIONAL AIDS Free gift guide stuffers, value 
tags and ad mats, specially designed to let you tie in 
PRICES locally with our national advertising. 


NEW PRODUCTS Proved sales builders like Stanley’s 
famous Sabre Saw and the new 130-series drills. 





List Dealer 
H-9 CHRISTMAS UNIT each cost each 


1—H75 Sabre Saw... rites OSBOCO $26.15 

1—H36 Orbital Sander...... i 54.95 38.47 

1—H1132 %" Drill....... en 29.95 20.97 

1—H131 %4” Drill 24.95 17.47 GET YOUR ORDER IN NOW 
$164.35 $115.06 





For details of terms, shipping, billing, 
cost ; 
phone your local wholesaler or write: 


PLUS VALUE TO YOU Chri p ; cenit Wahi ant 
ristmas Promotion, Stan ey Ools, 
Vial of 7 Blades (with H75 Sabre Saw) $ 4.90 FREE Elm Street, New Britain, Conn. 


24 Sheets of Abrasive Paper 
(with H36 Sander)............... 2.00 FREE 


One SWIRLAWAY Unit 
(with H1132 Drill) FREE 
$11.20 


AMERICA Buitos BETTER AND Lives SETTER with STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric tools 


S TA N { E Y « builders and industrial hardware + drapery hardware - door controls - aluminum windows - stampings « springs 


+ coatings - strip steel - steel strapping—made in 24 plants in the United States, Canada, England and Germany. 
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Now...a new technique 
In sound control 


NEW NU-WO0D 


Micro-Pert 
ACOUSTICAL TILE 





ARCHITECTS OF ANCIENT CHURCHES TOOK ADVANTAGE OF RESONANCE ABSORPTION 


In ancient Danish and Swedish churches of the 12th and 
13th Centuries, architects used “‘sound pots” of the shape 
shown here in arches above the choir to render sound 
more pleasing—more mellow—by utilizing the principle 


of resonance absorption. In the 19th Century Hermann 
Von Helmholtz, a famous scientist, discovered that the 
pitch of a sound depends on the form of the cavity or 
resonance chamber in which the sound is produced. 


NOW A MODERN APPLICATION OF THE SOUND CHAMBER 


Wood Conversion Company is the first to 
produce a wood fiber acoustical tile that takes 
advantage of similar shaped chambers to im- 
prove sound absorption. In the cross-section 
photo, enlarged to show detail, note the “pot 
shaped” perforations in the tile fiberboard. 
Sound absorption tests conducted at River- 
bank Acoustical Laboratories have indicated 
an average noise reduction coefficient (NRC) 
of .50-.55. Tile light reflection value is 79%. 





Pe 
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Beautiful surface—in tones of grey or beige—simulates a costly travertine effect. 
Micro-Perf tile is easily cleanable, meets Federal Specification SS-A-118b, 


Class C flame-resistant finish. 


How new Micro-Perf acoustical tile 
swallows and mellows unwanted sound 


No longer does the efficiency of acoustical tile depend on 
large, conspicuous holes. 

In Nu-Wood Micro-Perf acoustical tile, “‘needle-point”’ 
holes soak up noise almost miraculously, yet are practically 
invisible. When Micro-Perf is installed in a ceiling, you won’t 
be able to see the openings. Only the reduced noise level will 
tell you they are there. 

The secret is in the shape of these micro-size perforations. 
In the manufacturing process, the fiberboard structure is dis- 
rupted and loosened beneath the holes to create a chamber 
that has increased the ability to absorb sound. The result is 
a better noise trap—one that not only swallows noise but 
also mellows it. 


INCREASE YOUR TILE SALES PROFITS! 


Nu-Wood Micro-Perf tile can be an important profit-maker 
for you—and at the same time help you to upgrade ceiling tile 
sales. Sound control is growing...plan to get your share with 
new Micro-Perf tile. Phone your Nu-Wood distributor now. 
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MAKE THESE TESTS YOURSELF 


Speak or whistle into an empty glass tumbler—note how the shrill 
sound reverberates. Then line the tumbler with a wash cloth (center) 
—note the remarkable sound dampening. Repeat with a small- 
necked bottle (right). Note how the sound is changed due to the 
shape and volume of the bottle. If it were also lined with sound- 
absorbing material, much of this sound energy would be trapped. 
Nu-Wood Micro-Perf tile holes are lined with cellulose fibers, 
which act in the same way to break up and swallow sound. 


nan 
1s) WOOD CONVERSION COMPANY, DEPT. 120-98 FIRST NATIONAL BANK BUILDING, ST. PAUL 1, MINNESOTA 
we 





ACK MODEL N 


... the only C. O. E. with all these profit-boosting features 


e Panoramic, wrap-around 3606-square inch wind- 
shield 

e Set-back front axle for 14:24 weight distribution on 
trucks and maximum front-axle loading on tractors 


Advanced Mack steering systems for utmost maneu- 


@ Choice of Mack engines — gasoline, diesel or turbo- 
charged diesel — from 150 to 205 h.p. 


@ Tilt-cab action for full engine accessibility 


e Truck and tractor models 


© Low step-height for easy entry-exit . . . flat floor (on 
40 series) for swift exits from either door 


@ Mack Air Shift with effortless lever throws in con- 
ventional shifting pattern 


e “Executive suite’ cab engineered for comfort, fume- 
free ventilation and smooth-handling controls 


verability 
e Air-boosted hydraulic clutch 
e Choice of Mack transmissions (5 to 20 speeds), 
brakes, frames and suspensions 
e 4- or 6-wheel models with option of famous Mack 
Balanced Bogie 





The sooner these handsome, compact, effi- 
cient new Macks swing into action for you, 
the sooner you'll start to realize their tremen- 
dous profit-potential ... their bonus cargo 
capacity ...their swift mobility in congested 


areas...their strength, stamina and depend- 
ability. They’re Macks from the word ‘'Go!”’ 
Check your Mack branch or distributor. 
Mack Trucks, Inc., Plainfield, New Jersey. 
In Canada: Mack Trucks of Canada, Ltd. 


MACK firstname for TRUCKS 
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Attractive displays 

like this, 

demonstrating operating 
samples on 
inter-changeable panels, 
help you sell 

Yale builders’ hardware. 


THERE ARE PROFITABLE 
ADD-ON SALES IN 
YALE BUILDERS’ HARDWARE 


Diversification makes repeat customers of the builders. 
Aggressive yards are expanding into the builders’ hard- 
ware business and ringing up extra profits by serving 
as single sources of supply for building needs. 

And there’s no easier way to add extra sales than 
through the complete line of Yale builders’ hardware, 
plus valuable technical and sales assistance. Here’s how 
Yale can help you: 

CORRECT STOCK—Through years of study, the Yale & 
Towne Market Analysis Department has available basic 
inventory lists of residential and non-residential hard- 
ware needs...adapted to your specific location and market 
potential. 

DISPLAYS—Attractive self-selling displays are available 
from Yale...in floor, counter and single-unit sizes...so 
your customers can see and operate locksets, latches and 
other hardware. 

PROMOTION-—Yale will assist you with direct mail and 
other sales promotion devices ; inform builders and archi- 


tects in your vicinity that you are in the builders’ hard- 
ware business; make available special exhibits for use 
in local “home shows.” 


ADVERTISING —Yale’s own national advertising and sales 
promotion program serves as a constant reminder to your 
potential customers that they can rely on the dependa- 
bility, beauty and economy of the Yale products you sell. 


TRAINING—Yale’s architectural hardware consultants 
will help train you and your staff in writing building 
hardware specifications and will provide technical assist- 
ance on complex hardware installations. This training is 
available at your own yard; in an intensive correspond- 
ence course; or, in special cases, in a one-month resident 
course at the Lock & Hardware Division’s Central Office. 

Once again, building is booming. Capitalize on this 
opportunity by adding builders’ hardware to your line... 
or by expanding your present stock. For profitable de- 
tails, write today to: The Yale & Towne Manufacturing 
Company, Lock & Hardware Division, White Plains, N.Y. 


THE BEST PLANS CALL FOR YALE BECAUSE PLANNERS CALL YALE BEST B4‘¥isrmk@h ania 
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Your customers don’t want to scrape 
and chop ice... they want Sterling Halite 


melting crystals—melt it all away! 





Order Sterling Halite now for delivery by Thanksgiving—and you 
will be fully prepared for the demand caused by unexpected early- 
season storms. Remember, every customer you have needs Halite for 
driveways, walks, steps—and a couple of bags for the car, too. 
Halite melts dangerous ice and snow fast. It’s a smart idea to make 
your initial order a large one, so you have enough Halite on hand 


for really bad storms. 

Check your wholesaler or warehouse today. And don’t forget, the 
profit per bag of Halite is higher than for most other items you 
carry! P.S. This winter, use Halite yourself—to keep sidewalks and 
driveways clear and safe. It’s good for business. 


04 


Melting Crystals 


(MINERAL ROCK SALT 


FOR ICE & SNOW REMOVAL 


© Sales Offices: 


INTERNATIONAL SALT CO., INC., SCRANTON, PA. 
Philadelphia, Pa. 


Memphis, Tenn. 
Newark, N. J. Pittsburgh, Pa. 


Boston, Mass. Cleveland, O. New Orleans, La. Richmond, Va. 


Buffalo, N. Y. Detroit, Mich. New York,N.Y. St. Louis, Mo. | Melts MORE lce 
i FASTER! 


25-lb. bag of Sterling Halite now comes with convenient, sturdy carrying handle. It’s 
sure to be a popular size. Halite also comes in 10-Ib. bags (6 to a bale) and 100-Ib. bags. | EFFICIENT! 25 Ibs. NO WORK! 
| meme WET WEIGHT exe 


Chicago, Ill. 


Atlanta, Ga 
Cincinnati, O. 


Baltimore, Md 


1VAOWI4 MONS 9 ID y 








STERLING HALITE is quicker and it saves your ticker! 
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What's | Special NEW 
PRODUCTS 
ROUNDUP 


New in 
Hardware 


(See Page 40 for beginning of 
feature section on hardware) 


A Versatile Multi-Color Lacquer 


Cuts Installation Time 


A new three-piece snap-on assembly 
for interior locksets in its AlignaLock 
line of residential hardware is announced 
by Sargent & Co. Designed to provide 
faster installation, the inside knob, rose 
and backplate as well as the outside 
knob and rose are preassembled. Non- 
loosening through screws are preset so 
that the units are just placed into the 
latch assembly, snapped together and 
tightened—an operation claimed to take 
less than 25 seconds. Sargent & Co., 
Dept. AL, 40 Water St., New Haven 9, 


Conn. 
Circle No. 202 on Coupon, page 104 


Trade-named Multi-Tex, a recently developed multi-color 
lacquer for home and industry is said to be ideal for interior 
wall decoration and industrial finishing. Surface defects are 
minimized with this sturdy finish that dries in minutes and it 
can be used on almost any surface, says maker. It will with- 
stand repeated washing and scrubbing, it is said. On interior 
walls, Multi-Tex produces decorative effects with one spray 
coat over plaster, drywall or masonry. Machine tools, appli- 
ance, furniture and store fixtures are just a few of the prod- 
ucts for which Multi-Tex is said to be ideally suited. It also 
can be applied to wood, metal and composition surfaces. The 
Lowe Brothers Co., Dept. AL, 424 East Third St., Dayton 2, 


Ohio. 
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Speeds Plaster Patching 


Red Devil Tools is introducing a new 
flexible steel sandpaper, called Dragon- 
Skin, which is designed to speed plaster 
patching. Scrape hole or crack to be 
repaired to remove loose plaster, apply 
wet plaster and allow to harden, then 
merely smooth even with the new flexible 
steel sandpaper and you are ready to 
paint, says maker. Dragon-Skin also is 
recommended by Red Devil Tools for 
sanding and shaping wood, plastics and 
soft metals. Red Devil Tools, Dept. AL, 


Union, N. J. 
Circle No. 203 on Coupon, page 104 


Produces New Garden Line 


Stanley Tools announces it is entering 
the lawn and garden tool field with a 
new matched line of best-selling tools. 
Developed at one time for maximum 
family resemblance and designed to ap- 
peal to the woman buyer, the line in- 
cludes hand pruners, lopping and shrub 
shears, grass whips, lawn and shruberry 
rakes and grass shears (pictured above). 
Currently being introduced to the trade, 
the new garden line will be available to 
the consumer in the spring. Stanley 
Tools, div. of The Stanley Works, Dept. 
AL, 111 Elm St., New Britain, Conn. 


Circle No. 204 on Coupon, page 104 


(See more New Hardware Products on pages 90-106) 
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AMERICAN 
LUMBERMAN | 


Strikes Threaten West Coast Mills; 
Inter-Union Struggle Hits Pgpduction 


A contest of nerves between rival 
sawmill workers’ unions in Oregon 
and Washington is threatening west 
coast lumber production. The Inter- 
national Woodworkers of America, 
earlier this year, voluntarily extended 
their contracts until next spring, but 
reserved the right to reopen wage talks 
this month. 


LUMBER PRICES 
From the Markets 


SAN FRANCISCO—P rice ad- 
vances are continuing with the cost of 
standard and better advancing to $65 
tor random dimension, with strong de- 
mand for all widths and nearly all 
lengths. Green and fir dimension and 
boards of all species are becoming 
scarce for immediate shipment and 
mills are booked far ahead with or- 
ders. Plywood is still moving fast at 
$76 for the 44” AD index grade and 
$110 for %” CD, the unsanded index 
grade. . 

Pine production remains high, al- 
though orders have decreased some- 
what. Studs are being quoted at $58 
to $62, depending on quality, for Util- 
ity and better and $2 additional for 
straight standard and better. 

SEATTLE—tThe market is advanc- 
ing so fast due to a good demand that 
it is hard to keep up with-it. Latest 
check indicates prices“ase up 5%. 
Some items are getting s€arce, notably 
fir dimension and shingles. Shingles are 
bringing $1.50 té $2 more; cedar sid- 
ing is advancing and transits are strong- 


er. 3 
TACOMA—tThere is concern as to 
whether fall and winter log supplies 


“>will be adequate if the requirements 


of an improving demand continues. No 
new price increases have been report- 
ed and there seems to be a general feel- 
ing that present prices will continue. 

KANSAS CITY—A shortage that 
has developed in many key items due 
to an increased demand for lumber has 
been responsible for further price 
boosts ranging from $1 to $3 a thou- 
sand in the last month. A shortage of 
1 x 4, No. 2 boards is the most acute, 
with prices of $77 for air-dried and $82 
for kiln-dried reported. Even the 1 x 6 
and 1 x 8 boards are far from plenti- 
ful. On dimension stock, 2 x 4s in 10’ 
and 12’ lengths are on the shortage 
lists. 
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The rival Lumber & Sawmill Work- 
ers union, unfettered by such an agree- 
ment, last month began piecemeal 
strikes. Announced goal was a wage 
boost of 31¢ per hour. 

At press time an estimated 2,000 
men were idled in such mills as Inter- 
national Paper Co. plywood plant, 
Longview, Wash.; Pope & Talbot saw- 
mills at St. Helens, Ore. and Port 
Gamble, Wash., plus the P&T Port 
Gambe veneer plant; Cascade Lum- 
ber’s plywood plant at Lebanon, Ore. 

In the Inland Empire, mills reported 
out on strike include White Pine Sash 
& Door, Valsetz Lumber Co., Western 
Pine Manufacturing Co. and Lincoln 
Lumber Co. 

Already there have been 10 settle- 
ments in the Inland Empire, all for 
less than the announced 31¢ goal. 

A general strike is not expected, say 
industry sources at press time. 


SEPTEMBER 15, 1958 


Announce First Graduate of 
Millwork Home Study Course 

The Michigan State University and 
Northern Sash & Door Jobbers Asso- 
ciation announce that Albert Kukovec, 
an inside salesman employed by Rob- 
erts Sash & Door Co., Chicago, is the 
first graduate of their association-spon- 
sored and university-developed Mill- 
work Home Study program. 

Al completed the course, designed 
as a six-month program, in record time 
by averaging a lesson per week. More 
than 400 men are already enrolled in 
the study program. The course is avail- 
able to anyone interested in the mill- 
work industry. The properties of wood, 
fundamentals of construction, stock 
millwork estimating, plus the study of 
standard millwork items, are just a 
portion of the broad range of topics 
covered in the course’s 12 lessons. The 
enrollment fee is $49.50 per person. 

Applications and enrollment infor- 
mation may be obtained by writing 
secretary Carl W. Nagle, Northern 
Sash & Door Jobbers Association, 
Dept. AL, 11 S. LaSalle St., Chicago 3. 


Deceptive Pricing to Get Needle 
Of Federal Trade Commission 


An eight-point staff guide on “fic- 
titious pricing methods” has _ been 
written by the Federal Trade Com- 
mission, indicating that the govern- 
ment agency will vigorously police 
what it terms illegal pricing practices 
in the future. 

Advertising of reductions from fic- 
titious “regular” prices is a major 
threat to public confidence in the 
market place, according to Harry A. 
Babcock, FTC executive director. 

“Unless we can bring an end to this 
trickery, the day will come when 
reputable merchants will, in order to 
survive, be forced to the same tactics 
as the hand-rubbing sell boys,” he said. 

The FTC interest in advertised 
prices was fanned by the recent Joint 
Economic Committee of Congress 
study on prices as they relate to econ- 
omic stability and growth. One of the 
observations made during these hear- 
ings was that of Stanley Hollander. 
Michigan State University, who point- 
ed out the “fictitious nature of some 
retail price data.” He said: 

“Although the United States is 
often regarded as the ‘home of the 
one-price’ system in retailing, actual 
practice indicates the presence of 
some noticeable deviations. ‘Discount 
buying’ as the term is popularly used, 


covers a wide range of practices in- 
cluding bargaining and haggling over 
prices (and perhaps, more commonly, 
trade-allowances); rebates to favored 
customers; employe, professional, club 
and group discounts offered by con- 
ventional retail stores (and leakage of 
discount privileges to supposedly in- 
eligible customers); buying leagues; 
club merchandising plans and ‘whole- 
retail’ operations; employer-purchas- 
ing for employes; ‘backdoor’ selling to 
consumers by manufacturers and 
wholesalers; discount house operations 
and the like.” 


Conventions Announced 


The annual convention of the Struc- 
tural Clay Products Institute will be 
held November 10-12 at the Shamrock 
Hilton Hotel, Houston, Texas, reports 
board chairman Douglas Whitlock. 
About 800 brick, structural tile and 
architectural terra cotta manufacturers, 
dealers and suppliers are expected to 
attend. 

Early registrations indicate a record 
attendance at the 3rd annual conven- 
tion of the National Institute of Wood 
Kitchen Cabinets, according to man- 
ager Fred F. Montiegel. 
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LEARNING BY DOING—proper erection of a steel span is part of instruction for 
lumber dealers, above, at unique training school sponsored by frame manufacturer. 


Buildings are used primarily on the farm. 


Lumbermen Learn How to Sell 


Steel-Span Construction 


More than 300 retail lumber deal- 
ers have worked their way through a 
unique 3-day steel-span construction 
school at Monticello, Iowa, a con- 
tinuous educational program launched 
a year ago to help dealers sell building 
frames. 

The school has been a success from 
the beginning, according to David E. 


Cuckler, sponsor of the training pro- 
gram whose curriculum includes such 
feats as becoming part of an actual 
erection crew, as pictured above. 
Each dealer receives a kit with 
an instruction manual, specifications 
book, price books, detailed drawings 
of construction, promotion material. 
Comparisons are made between the 


types of buildings available today. 
Subjects include roofing materials, 
foundations, masonry construction, in- 
terior finishing of steel span structures. 
On hand are experts in crop drying, 
grain storage and allied fields, who tell 
dealers how steel span buildings can 
solve their specific problems. Dealers 
also learn the tricks of promoting 
packaged buildings on an_ installed 
basis. 

According to Cuckler, one dealer 
telephoned that he had sold two of 
the steel span structures during the 
first week after attending the school. 

Refresher courses are now planned 
for dealers who have requested fur- 
ther training. 

In the marketing program of the 
Cuckler firm, steel span frames are 
provided to the dealer, with the cus- 
tomer having a choice of roofing, 
siding and hardware from the lumber- 
yard stock. The maker says that ap- 
plications for franchises are growing 
steadily. 


ROOFING FOR STEEL SPAN structures 
is explained by ‘“‘Chuck’’ Robertson, in- 
structor at the Cuckler school. Franchised 
lumberyards purchase steel span frames 
from manufacturer; sell their own roof- 
ing, siding, hardware to complete the 
package. 





ROAD SHOW HELPS DEALERS SELL— 
"Wood windows are better . . . Dura- 
seal metal weatherstrip and sash bal- 
ance makes them better’’ is the message 
of the Windowrama road show now 
touring the country in specially equipped 
Volkswagens. ‘We are taking the ad- 
vantages of wood windows to unit man- 
ufacturers and dealers—and more im- 
portant, direct to home builders sug- 
gested by our dealers,"’ said William 
Zegers, vice-president of Zegers, Inc., 
sponsors of the road show. 


Any House Design Can Now Be 
Adapted to Lu-Re-Co System 


of particular help to dealers selling Lu- 
Re-Co components to tract builders. 
For further information, write Lum- 


A new service provided by the 
Lumber Dealers Research Council 
through National Plan Service, Inc., 
provides “adaptation sheets” for any 
Lu-Re-Co home design to include spe- 
cial panel details such as corner de- 
tail, wall section, beams, etc. 

National Plan will also provide 
complete adaptation of non-Lu-Re- 
Co. plans to the Lu-Re-Co system 
and offers a complete custom design 
service developed from dealer cus- 
tomers’ sketches, ideas, pictures, etc. 

In another service improvement to 
Lu-Re-Co. franchised dealers, the 
Washington staff, under Raymon Har- 
rell, will provide individual consulta- 
tion for any specific Lu-Re-Co proj- 
ect. 

This can include design to meet lo- 
cal needs, technical advice, associa- 
tion with local architects, sketches 
and drawings. The service should be 
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ber Dealers Research Council, 302 
Ring Building, 18th and M Streets, 
N.W., Washington 6, D.C. 





Small Business Loans 


President Eisenhower has signed in- 
to law a bill permitting the Small 
Business Administration or the states 
to charter new small business invest- 
ment companies, which in turn can 
make long-term loans and _invest- 
ments in individual companies. The 
SBA can also make loans to states 
and local development companies un- 
der the new law. Small concerns can 
also get equity capital from the pro- 
posed investment organizations by 
turning over convertible debentures. 
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New Marketing Programs Will Help Put Dealers 
in the Highly Profitable Kitchen Business 


Three well-planned sales tools es- 
pecially planned to help the dealer 
boost his kitchen sales now are avail- 
able. One, a monthly merchandising 
service, is being introduced by the 
Approved Kitchen Dealers of Ameri- 
ca in the form of a portfolio. 

Called the “Monthly Merchandis- 
er,” it contains merchandising, adver- 
tising, management and sales plans 
and ideas that show the dealer how 
to get more prospects, close more 
sales and operate more efficiently and 
successfully. 

In the first kit, just issued, are nine 
information-packed bulletins on new 
technical advances and ideas; sales 
training tips; display and layout sug- 
gestions; new product applications; 
merchandising aids; a _ reference 
library service; management aids and 
forms; the story of allied products, 
kitchen of the month and advertising 
and promotion. 

For complete details on this new 
monthly service designed to give a 


RED CARPET and other sales aids in 
model home kit is explained to builder 
Robert Wise of Cincinnati by L. M. Strott- 
man of Formica. 


Kit Enables Builders to 
‘Roll Out the Carpet’’ 


Dealers and builders with model 
homes this fall can give visitors a 
“royal” treatment with the Formica 
Corp.’s new merchandising aids, which 
include a 25’ “red carpet” runner for 
the model home. 

Other aids include four directional 
arrows, as seen in picture above, count- 
er cards, literature and Formica sam- 
ples. 


* Ed De Motte, general manager of 
West Lumber Company’s retail divi- 
sion in Atlanta, Ga., has been elected 
vice-president of the 63-year-old-firm. 


24 


dealer everything he needs to help 
him sell more new kitchens and kitch- 
en modernization, write Approved 
Kitchen Dealers of America, Inc., 
Dept. AL, 1920 Chestnut St., Phila- 
delphia 3. 

Lu-Re-Co Kitchens Beok. Another 
new sales aid in which a dealer will 
find many useful ideas for new homes 
as well as remodeling is a Lu-Re-Co 
Kitchens Book prepared by Caloric 
Appliance Corp., in cooperation with 
the Lu-Re-Co Council. All of the 
kitchen installations described in the 
book are specifically for Lu-Re-Co 
homes, taken from Lu-Re-Co plans. 

Any kitchen in the book, entitled 
“Kitchens for Successful Lu-Re-Co 
Homes,” also may be equipped with 
Caloric built-in gas ranges. For copies 
of the book, write to Caloric Ap- 
pliance Corp., Dept. AL, Topton, 
Penna. 

“A Look Into New Kitchen Beau- 
ty” is the title of another idea book 
designed to help the dealer increase 


his kitchen sales. It offers the home- 
maker the latest in modern kitchen 
planning ideas. The grid and %4” cut- 
outs of kitchen equipment make it 
simple, easy and fun for every cus- 
tomer to plan a kitchen to meet his 
individual requirements. The book is 
a natural tie-in with the “To Better 
Your Living” suggestion book, also 
available. For more details about both 
books, write to National Plan Service, 
Dept. AL, 1700 W. Hubbard St., 
Chicago 22. 


$10 Down Will Buy a Home 

Jones Lumber Co., Jackson, Tenn., 
announces its entry into the Nashville 
low-cost home construction field with 
the opening of a branch office in 
Madison. President Ralph L. Jones 
reports the homes, which can be pur- 
chased with $10 down and financed 
through a Nashville lending firm, are 
built on the owner’s lot in three sizes 
and styles. 


Farm Sales, Kitchen Business Clinics 
Set for NRLDA Exposition 


Richard E. Spelts, Jr., general man- 
ager of Spelts Lumber Co., Grand 
Island, Nebr., has been named chair- 
man of the management clinic, “How 
to Make Buyers Out of Farmers” at 
the National Retail Lumber Dealers 
Exposition in Chicago, Nov. 22-25. 

Participating with Spelts will be a 
panel of lumber dealers whose success- 
ful experiences in farm sales qualify 
them as experts in the field. 

G. Kenneth Milliken, executive vice- 
president of the Southwestern Lumber- 
mens Association, Kansas City, is co- 
operating in planning the breakfast 
management session. 

NRLDA has also announced that 
the clinic on how to sell kitchens and 
associated items will be headed by 
Ralph Hurwitz, kitchen sales authority 
and general manager of the Barker- 
Lubin Co., Springfield, Ill. Edwin F. 
Sembell, secretary of the Illinois Lum- 
ber and Materials Dealers Association, 
will assist Hurwitz, together with a 
panel of lumber dealer kitchen special- 
ists. 

Hurwitz pointed out that in 1954, 
when the NRLDA held its first Ex- 
position, only 10% of the nation’s 
building material dealers sold appli- 
ances. Within three years, this figure 
had increased to 52.3%, he said. More 
than 39% now sell the complete kitch- 
en package, he said. 

Stuart S. Caves, Jr., chairman of 
the NRLDA permanent materials 
handling committee, announced that 
the 2-hour mechanical handling dem- 
onstrations are scheduled for each of 


the four days of the Exposition start- 
ing at 2:30 p.m. at the indoor rail 
siding of the International Amphi- 
theatre. 





Building Market Conference 


“New Home Ownership: How to 
Increase It, How to Improve It, How 
to Profit From It” is the theme of 
the second annual National Executive 
Marketing Conference of builders and 
manufacturers in San Antonio, Tex., 
October 2-3. 





$250,000 FOREST PRODUCTS PAVILION 
planned for the Oregon Centennial Ex- 
position in Portland next year. Consisting 
of seven sweeping hyperbolic para- 
boloids, each 50’ square, the structure 
will cover 24,000 square feet with sup- 
port at only six points. It will be entirely 
built from 2x4s—each of the 50’ will 
be laminated from straight 2x4s; each 
2x4 will be offset slightly from the other 
to produce a functional surface. 
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ALIGNALOCK LATCHSET 
assembles ina™ /"="seconds! 
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Outside knob fits into 
pre-grooved latch 
assembly. Through 
screws are non- 
loosening, pre-set... 












Inside knob, 
rose and slotted 

backplate snaps-on 
to pre-set screws... 












TWIST... and 
assembly is complete, 
alignment perfect. 

Time 25 seconds. 











What could be easier...simpler... faster? 


The improved AlignaLockassem- Ask your Sargent supplier to 
bly will save youtimeanddollars demonstrate the new AlignaLock 
in lock installation. Fewer parts assembly. Or write Sargent & 
—just 3 factory-assembled units— Company, New Haven 9, Connect- 
make installation quick, align-  icut, for a FREE SAMPLE MOUNT. 
ment foolproof. 
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FOR YOUR 
BUILDING @, 








light, strong, easy to handle 
clean, free from pitch 

takes all finishes 
handsomely— qualities that 
make Western White Spruce 
ideal for new construction 
remodelling, additions 
Prompt delivery to any point 


in the United States 











ALBERTA FOREST PRODUCTS ASS’N. 
CANADA PERMANENT BUILDING 
10126 - 100 STREET, EDMONTON 
ALBERTA, CANADA 


PLEASE SEND FREE BOOKLET ON USES OF WESTERN 
WHITE SPRUCE, 


* NAME 


« ADDRESS 
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HARDWARE TRADE SHOW drew almost 15,000 people last year. Improvements i 
visual packaging is expected to be one of the highlights of the 1958 exhibition. 


Mammoth Hardware Show Sept. 29th 


Lumber dealers attending the Na- 
tional Hardware Show at the Colise- 
um, New York City, Sept. 29—Oct. 
3, can see, feel and compare the new- 
est and best the industry has to offer. 

About 1,000 leading manufacturers 
of hardware products will have ex- 
hibit space covering seven acres. Over 
10,000 people are required to man 
the booths and service the show. 

Dealers will have a chance to meet 
personally some of the key execu- 
tives, who control distribution poli- 
cies, discounts and credit for their 
firms. 

One good “deal” could more than 
repay all the costs of attending the 
show. 

Hardware occupies most of the 
floor area. Many manufacturers are 
expected to show both new items and 
the latest ideas on visible packaging. 
Especially keen competition is expect- 
ed in packaging, particularly new 





Quick Facts on National 
Hardware Show 
WHEN—September 29—October 3 
WHERE—The Coliseum, New York City 
WHO FOR—Dealers, wholesalers, buy- 
ers, manufacturers and 
manufacturers’ agents. 
COST—No charge. To secure an ad- 
mission badge, write National 
Hardware Show, Suite 1103, 
331 Madison Ave., New York 17, 
N. Y. Hotel reservations will 
be handled on request. 











methods to reduce the cost of pack- 
aged merchandise as compared to non- 
packaged goods. 

Among the lawn and garden ex- 
hibitors will be 66 manufacturers of 
lawn mowers, 35 producers of garden 
tools, 15 who make outdoor furniture 
and 20 different manufacturers of 
sprinklers. 





NAHB Research Houses Go Up 


South Bend, Ind., and Knoxville, 
Tenn., are the locations for two re- 
search houses, which are being built 
to test money-saving construction 
methods, according to Nels G. Seve- 
rin, president of the National Asso- 
ciation of Home Builders. 

Joining forces to co-sponsor the 
Knoxville house, which is being built 
by Martin L. Bartling, are NAHB’s 
Research Institute and the Masonite 
Corp., Chicago. The South Bend house 
being built by Andrew S. Place, is 
entirely under the auspices of the 
NAHB Research Institute. 

One of the newest ideas in the 
South Bend home is use of foamed 
plastic-type sandwich panels between 
exterior and interior finishes, devel- 
oped by the Koppers Co., Pittsburgh. 
Known as Dylite expandable poly- 
strene, this will be the first resi- 
dence application of the new panel. 

In both projects, emphasis will be 


on ideas that will actually be avail- 
able to dealers and builders within the 
next few years—not “space age” 
houses of some distant future. 





ion d ‘Buildings deserve! : 


DOOR HARDWARE is publicized to the 
nation's builders by P. & F. Corbin Co.'s 
new exhibit at the National Housing Cen- 
ter, above. Theme of the exhibit is: 
“America is becoming sensitive to fine 
hardware appointments.” 
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500’ Strip Flooring 
in Strapped Bundles 


J. W. Wells Lumber Co., Menom- 
inee, Mich., has announced that it is 
now strapping 80% of its maple strip 
flooring in bundles only 5’ long and 
totaling about 500’. With 80% of any 
order (more if desired) delivered in 
unitized bundles, president Sam Wells 
said that it is possible to cut handling 
costs for the dealer in the yard and 
for the flooring installer on site 
more than half! 


So. Pine Grade Change 


The Southern Pine Inspection Bur- 
eau has amended its 1956 grading 
rules to eliminate the provision per- 
mitting pieces of dimension lumber 
having less than four rings to the 
inch but not less than three, if oth- 
erwise No. 1, to be classified and 
sold as No. 2. This requires that 
No. 2 grade of Southern Pine 2” di- 
mension as well as the No. 2 SR 
grade to be medium grain without 
exception. 

As a result of the change, FHA 
can assign spans for No. 2 Southern 
Pine dimension, in cases limited by 
deflection, equal to those for No. | 
or better grades, according to A. S. 
Boisfontaine, secretary-manager of the 
bureau. 


Merchandising Service 


Manpower, Inc., temporary help 
service which has lumber dealers 
among its clients, has established a 
new division to provide sales and dis- 
tribution services from its 150 offices 
throughout the country. 

Services will include survey-inter- 
viewing, demonstrating, convention 
activities, premium and coupon re- 
demption, sample and circular distri- 
bution, mailing services, maintenance 
and creation of mailing lists, tele- 
phone sales_ solicitation, house-to- 
house sales programs and store de- 
tailing. All work is performed by 
Manpower’s own bonded employes on 
the customer’s premises or its own. 
Headquarters is at 187 N. LaSalle St., 
Chicago. 


New Gypsum Plant 


The United States Gypsum Co. has 
authorized construction of a new gyp- 
sum manufacturing plant at Sperry, 
Iowa, near Burlington, to be com- 
pleted early in 1960. 


Production Starts at 
New Hyster Plant 


Full production activities are under- 
way and lift trucks are coming off 
the assembly line at the new Hyster 
Company manufacturing plant in 
Danville, Ill., reports executive vice- 
president Philip S. Hill. 
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Your Best Buy is 


BESTWALL 


If your customers have 
work projects that involve 
partitioning, we sincerely 
recommend that you read 
this ad completely and 
send for the literature of- 
fered. If you do, we can 
assure you that you will 
create customer satisfac- 
tion and additional sales. 


Quite frankly, our headline “THE A. B. C.’s of PARTITIONING” 
was an attempt to get your attention . . . but the fact of the matter is that 
there is a specific “A” modified, ““B’’ modified and ““C”’ Bestwall Hummer 
System that will give your customers the solution to any partitioning 
problem they might have. 

To help you sell more wallboard, we have prepared various brochures 
and promotional material to help you show your customers the great 
economy and low installation costs of The Bestwall Hummer Systems of 
partitioning. This additional service can only result in greater customer 
satisfaction and more sales. 

Drop us a note or enclose the coupon below if you would like samples 


of the material available. 


Sold by Bestwall Certain-teed Sales Corp Bestwall Certain-teed Sales Corp., Dept. AL 


offices in all principal cities. l K.~ E. “srt Ave. 
ramore, Fa. 


Gentlemen: 


FIREPROOF CYPsuy, Please send me your new 


Hummer “C" System Brochure 





BESTW ALL GYPSUM CO. ARDMORE, 
Circle No. 15 on Coupon, page 104 
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Whether you operate one truck or twenty, you'll find that Firestone’s 
truck tire costs less per mile. Billions of miles of carefully kept fleet 
records prove it. 

Firestone has always built extra strength and long life into every Firestone 
truck tire. Now, even greater strength and longer wear are being built 
into Firestone truck tires through the use of Firestone Rubber-X and 
Firestone S/F (Shock Fortified) cord. 


No wonder that, now more than ever, more truck operators are changing 
over to Firestone tires. Ask about Firestone Rubber-X at your Firestone TRANSPORT? 


Dealer or Store. That's the place for fast dependable service, too. 
irestone 


Copyright 1958, The Firestone Tire & Rubber Company > x 
Enjoy the Voice of Firestone every Monday evening on ABC television BETTER RUBBER FROM START TO FINISH 
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THREADED NAIL SAMPLE BOARD WINS 
AWARD— A Certificate of Merit Award 
for excellence of promotional literature 
was presented at a meeting of the Amer- 
ican Institute of Architects in Cleveland 
to Independent Nail & Packing Co., 
Bridgewater, Mass., for its Stronghold 
line display board. The competition was 
sponsored jointly by AIA and The Pro- 
ducers’ Council. Phillip D. Stone (left, 
above) assistant sales manager, Inde- 
pendent Nail & Packing Co., accepts 
the award from Paul Schell, AIA, chair- 
man of the Jury of Awards, as Theodore 
1. Coe, technical secretary, AIA, looks on. 





Model Home Promotion 
for Asbestos-Cement 


In what may be the first in a se- 
ries of local promotions, the Asbes- 
tos-Cement Products Association has 
launched a consumer contest with the 
cooperation of Baltimore, Md., home 
builders and the Baltimore News-Post 
and Sunday American. 

With three trips to Bermuda or 
Nassau as prizes, consumers fill out 
an Asbestos-Cement model homes 
contest blank and deposit it in an en- 
try box at any model home of a par- 
ticipating builder. To participate, 
builders must agree to run the entry 
blank in all their advertising during 
the promotion period, which ends 
October 1. 


Westmoreland Moves to 
New Grille Plant 

Vice-president Frank Zechter, 
Grille & Aluminum div., Westmore- 
land Metal Mfg. Corp., announces 
the firm’s brand-new plant in Hat- 
boro, Penna., is now in full produc- 
tion. 


SHOWCASE OF ALUMINUM—New Rey- 
nolds Metals Co. general offices in Rich- 
mond, Va., which contains 1,235,000 
pounds of aluminum. Glass walls are 
shielded by world's largest system of 
automatic sun louvers, made of alum- 
inum. The structure cost $11.5 million. 
All aluminum building products used are 
available commercially. 
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CASH IN 


ON THE GROWING 
Toy HEATILATOR. 
FIREPLACES! 


MORE HOME BUYERS 
WANT THE LEADER... 
A HEATILATOR 
FIREPLACE 


More home owners have genuine 
Heatilator Fireplaces than any other 
make. Here’s why it’s the leader. . . 


SUPERIOR DESIGN .. . MAXIMUM 
HEAT CIRCULATION .. . Firebox, 
throat, damper, downdraft shelf and 
smoke dome are built into one unit, 
correctly proportioned and properly 
located to assure perfect operation. 
Cool air, taken into the double-walled 
firebox is heated and circulated freely 
throughout the room. 


Promote the growing demand for 
Heatilator Fireplaces ...to your 
builders and masons! 


For Further Information Write: 
HEATILATOR DIVISION, VEGA INDUSTRIES, INC. 
929 E. Brighton Ave., Syracuse 5, New York 


HEATILATOR 


WILL NOT SMOKE .. . The Heatilator 
Fireplace is designed and engineered 
to assure smoke-free operation. There 
are no tubes or fins to obstruct flow of 
heat or smoke. 


EXCLUSIVE PRESSURE-SEAL DAMPER 
... An airtight damper seal prevents 
loss of winter heat or summer air con- 
ditioning when fireplace is not in use. 


ONE-PIECE FIREBOX.. . Built of heavy 
boiler plate steel, this one-piece de- 
sign provides maximum strength and 
a long trouble-free life. 


Only a Heatilator Unit provides all 
these features. That’s why more and 
more home buyers want the leader... 
a Heatilator Fireplace. 





HEATILATOR 
UNIVERSAL 
DAMPER 


Designed and engineered for 
open-sided fireplaces. The Uni- 
versal Damper incorporates 
both smoke dome and damper 
in one compact unit. Scientifi- 
cally designed for smoke-free 
operation. 

Sloping sides permit back-up 
course of masonry above damp- 
er for safety. Reinforced flange 
serves as lintel. Positive chain 
pull control holds damper blade 
firmly in any position. Availa- 
ble in five sizes. 
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when you buy 
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® MILLWORK 


from the mill 


You can reduce your costs 
up to 25%, increase your 
mark-ups! You pay less for 
nationally advertised Crest- 
line millwork. You offer your 
customers a finer quality 
product. You get delivery as 
fast as you need it. You have 
the advantages you need to 
compete in today’s highly 
competitive market. Get 
more information today. 


Write the SILCREST COMPANY 


Wausau, Wisconsin 
Western Ponderosa Pine « Union Label 
. (Fe 
Removable Double-Hung Bifold td 
Window Units Door Units Ef) 


7 | Removable Slideb: 
Window Units , Stacking Awning na 


a Window Units 
il ween Units enemy Sn Door 


Frames, Combination 
any ate Storms & Screens (with alu 
ame inserts), Louvered Doors & Shutters, Com- 
Sinsties Aluminum Doers, Panel & Sash Doors, 
and other allied products. 
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Salat hid r 


* Henry J. Munnerlyn, H. J. Mun- 
nerlyn, Inc., Bennettsville, S. C., has 
been honored by the board of trustees 
of Marlboro County General Hospi- 
tal with a recently completed wing 
called “The Munnerlyn Wing.” A 
past president of NRLDA and the 
Carolina Lumber & Building Supply 
Association, Munnerlyn also has serv- 
ed as the hospital’s board president 
since 1953. 


¢ Weyerhaeuser News, a publication of 
the Weyerhaeuser Sales Co., St. Paul, 
Minn., was selected for a top honor 
award in “general overall excellence in 
the category of external publication.” 
The competition, held recently at the 
general conference of the International 
Council of Industrial editors, was par- 
ticipated in by 915 publications from 
the U. S. and Canada. The award was 
accepted by E. R. (Bob) Gillis, who 
has edited the News for the past eight 
years. 


¢ B. Mark Morris has been named 
president, Galbraith & Co., Seattle 
building materials firm. He has been 
vice-president and director since 1950 
and succeeds the late Bert F. Morris. 


¢ Appointment of Mark E. Goldan as 
southeastern regional sales manager is 
announced by Filon Plastics Corp., El 
Segundo, Calif. He will miake his head- 
quarters in the company’s regional 
sales office, Atlanta, Ga. 


¢ William H. Scheick has been ap- 
pointed vice-president for research 
and development, Timber Engineering 
Co., research-engineering affiliate of 
the National Lumber Manufacturers 
Association, succeeding Carl A. Rish- 
ell who retires after 22 years service 
with Teco and NLMA. 


* John W. Bamert has been pro- 
moted to general sales manager of 
Stanley Hardware, div. of The Stanley 


Works, New Britain, Conn. He will be 


responsible for Builders Hardware, 
Magic Door and Industrial Sales. 


* The board of di- 

rectors of The Hal- 

lack & Howard 

Lumber Co., Den- 

ver, Colo., an- 

nounces the elec- 

tion of U. R. Arm- 

strong as chairman 

of the board and 

the appointment of Schmidt 

F. Clifton Schmidt as president and 
member of the board. Schmidt was 
formerly general manager of Marshall- 
Wells Co., Portland, Ore. 


¢ Howard N. Campbell, Jr., vice-pres- 
ident, McKinney Mfg. Co., Pitts- 
burgh, is retiring from participation in 
the active management of the hard- 
ware producing firm. He will remain 
as a consultant and as a board mem- 


ber. 


* The Wood-Mosaic Corp., Louisville, 
Ky., announces the appointment of 
Roy Cobbett as general sales manager 
of its Parkay div. 


* §. D. LeFurgy has been appointed 
district sales representative for Azrock 
Products div., Uvalde Rock Asphalt 
Co. in the metropolitan New York 
area. He will make his headquarters in 
New York City. 


Frank A. Brooks Dies 


Frank A. Brooks, 82-year-old lum- 
ber dealer pioneer, Greensboro, N. C., 
died recently at his home after a long 
illness. He was a charter member and 
the oldest living past president of the 
Carolina Lumber & Building Supply 
Association. 





INTERIOR SWIMMING POOL IN $24,800 HOUSE—The 32’ pool above is part of 
8-room model home featured in True Story magazine. Basic house lists at $16,900, 
with ‘‘wings’’ added as needed or desired. Indoor pool, from Cascade Pools, Trenton, 
N.J., costs homeowner $3,600 if owner-finished; $5,400 if custom built. Pool package 
itself retails for $795; can be installed in 45 man-hours. 
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This low cost “Capri starter package”’ 
puts you into the profitable 


MOSAIC TILE BUSINESS! 


America’s fastest-growing do-it-yourself hobby—mosaic tile—prom- 
ises big profits to dealers who get in on the ground floor. Now Capri 

. leader in the field of ceramic mosaic tile... offers a compre- 
hensive, low-cost package program that puts you in the business 
with both feet! 


The Capri “Starter Package” gives you everything you need... 
kits, tiles, tables, cement, grout and tools... plus FREE advertis- 
ing mats, publicity kit, displays and merchandising programs. 


Get into this booming full list price business early . . . ask your jobber 
salesman to show you the Capri line NOW! 


Capri. . . the TEXTURED ceramic tile 


ORDER THROUGH YOUR JOBBER OR WRITE 


STANDARD TILE CO., INC. 


854 Rockaway Ave., Brooklyn 12, New York 


'aa8 & 

= jeden i 
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Fees es SS SS SS SS SSS SS 


Here’s what you get: 
1 — 36” Round coffee table, completed 

for display 
1 — “Cigarette Box” — finished for display 
6 — “Cigarette Box’ kits — complete 


1 — K6024-14 Kidney-shaped cocktail table kit 
— ready for tiling 
2 — Wrought iron snack tables 12” x 12” x 16” 
ready for tiling 
1 — Nest of 3 wrought iron snack tables, 
ready for tiling 
6 — &% pt. cans of Capri tile cement 
18 — 1 pound containers of tile grout 
1 — Capri Color Chart 
6 — Capri Cement Trowels 
6 —Tile Cutting Tools 


45 — Sheets of Capri Ceramic Mosaic Tiles 
(assorted colors) 


Retail Value $250.00 
YOUR COST...°150.00 


So oe ee ee ee es 
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Hager & Sons Hinge Mfg. Co. + St. Louis 4, Mo. HAGER 
age + 
Founded 1849—Every Hager Hinge Swings on 100 Years of Experience \ N 6 FS 
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Dun-O-wal. 


Is Your Most 
Economical and Effective 
Steel Masonry 
Reinforcing 


Dur-O-wal is custom-fabricated to lay flat and tight 
in the mortar bed. It is the recognized standard of 


quality, preferred for its unexcelled performance 


15.0 








CLASS A MORTAR 


re 9 A" 








11.9 Ibs. 


TEST WALL 
Mortar — Class Al 
ASTM Standard C-270-52T. 
8x 8x 16—Haydite Block 
Av. Comp. Str. 1275 psi 
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IN TEST WALL 








119 Ibs. steel in test wall 


“7.15 Ibs. 71% 


cc 


6.25 Ibs. 


c.) 


INCREASE 


c 





POUNDS OF STEEL 


PERCENT OF 


Los 


c.c.) 7.15 Ibs. steel in test wall 
" ¢.c.) 5.05 Ibs. steel 


increase in strength over non-reinforced walls 
c.c.) 6.25 Ibs. steel in test wall 


increase in strength over non-reinforced walls 
increase in strength over non-reinforced walls 
Extra Heavy Dur-O-wal every 2nd course 
c.c.) 5.6 Ibs. steel in test wall 

Deep weld ladder type A every course 


Standard Dur-O-wal every 2nd FE 
Rolled netting every course (8” 


Standard Dur-O-wal every course (8 
course (16 


Extra Heavy Dur-O-wal every course (8 
8.4 Ibs. steel in test wall 


increase in strength over 


non-reinforced walls 
increase in strength over 


(16" 

in test wall 
non-reinforced walls 
(8” 

increase in 

strength over non- 
reinforced walls 








fs 


. = ~ 
OUR-O-WAL OTHER TYPES 


Weights per thousand feet — Extra Heavy Dur-O-wal 257 pounds; Standard Dur-O-wal 187 pounds; 
Rolled Netting Type 113 pounds; Deep Weld Ladder Type 139 pounds. 


Dun-D-wal. 


Rigid Backbone of Steel For Every Masonry Wall 


Dur-O-wal Div., Cedar Rapids Block Co., CEDAR RAPIDS, 1A. Dur-O-wol Prod., 
Inc., Box 628, SYRACUSE, N.Y. Dur-O-wal Div., Frontier Mfg. Co., Box 49, 
PHOENIX, ARIZ. Dur-O-wal Prod., Inc., 4500 E. Lombard St., BALTIMORE, MD. 
Dur-O-wal of IIl., 119 N. River St., AURORA, ILL. Dur-O-wal Prod. of Ala., Inc., 
Box 5446, BIRMINGHAM, ALA. Dur-O-wal of Colorado, 29th and Court St 


Tests Conducted by Toledo University Research Foundation PUEBLO, COLORADO Dur-O-wol Inc., 165 Utah Street, TOLEDO, © 
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‘We switched to 


WOOD WINDOWS 


because our customers prefer them’’ 


Says Salt Lake City Builder 
Alan E. Brockbank 


*‘We use wood windows in all the houses we build 
because we believe our people recognize them as one 








of en plus eames ina _canienanet Their acepey —~GuauirY rr = arrow 
to beautiful architectural proportions offer a wide selection sahaine at Tis Aveta 


CONFORMS - UNITED STATES COM lastitute, 








for use with any home style. Wood windows provide excellent 
weather tightness with positive weather stripping which The American Wood Window Institute seal on 
windows is your guarantee that they conform to 


eliminates infiltration of air, dust, and silt; and they U. S. Department of Commerce Standards and are: 
Correctly designed Made from carefully selected 


eliminate condensation on the interior of the sash Properly constructed Kiln-dried lumber 
Properly balanced 


so common to other window types in our area.” Preservative treated Efficiently weatherstripped 


Because Wood is So Good to Live With 


@ 
Pondovota Fine woopwork erat 


An Association of Western Pine Producers and Woodwork Manufacturers 


MEMBERS— Woodwork Group Rock Istanp MiLtwork Co. Grtcurist TimBer Co. Tite Knor Pine Mitts 
ANDERSEN CORPORATION SEMLING-MENKE Co. Epwarp Hines LumBer COMPANY U. S. PLywoop Corp. 
Anson & GiLkey Co. Wasasu Screen Door Co. INDUSTRIAL WHOLESALE Lasr. Co. —SHAsTA DIvIsION 
BrtTBEest CORPORATION WesTERN Pine Mrec. Co. Karsas LumBer Co. Warm Sprincs LUMBER COMPANY 
Carr, Apams & CoLuier Co. Wuire Prine Sasa Co. Lona LAKE LuMBER Co. ed PINE 2 mg 
CONTINENTAL SCREEN Co. MEMBERS—Lumber Gro McCuoup LumBeEr Co. EYERHAEUSER SAEs Co. 
Curtis Companies, INc. Ye nid MICHIGAN CALIFORNIA Lsgr. Co. Winton Lumser Co. 
Far.ey & Loetscuer Mrc. Co ALEXANDER-STEwART LUMBER Co. J. Netts L Cc 
G s &D gape THe ANACONDA COMPANY ee E preieoane 0. ASSOCIATE MEMBERS 

RINNELL SASH ‘oor Lo. AssocIATED LuMBER & Box Co. MOOD LANSEES 570. Casement Harpwakre Co. 
Hurp MILtwork Corp. Batre LuMBER Co. OREGON LuMBER Co. CHAPMAN CuEMIcaL Co 
Huttic Mere. Co. BLAGEN LUMBER Co. PICKERING LUMBER Corp. 5 ‘ 

- ~ . Davin Ostin Moutpina Corp. 
IpEAL Co. (Wm. CAMERON & Co.) BRooKs-ScANLON, INC. Scorr LumsBer Co., Inc. — 
, ’ Dorris Lumper & Moucprinc Co. 

INTERNATIONAL PAPER Co. Cat-Ipa LumBeEr Co. Setzer Forest Propucrs Monarcu MetaL WEATHERSTRIP 
—Lonec Bey Division CascapE LuMBER Co. — Drv. or GLenco Forest Propucts Corp. 
Matta MaNnuFActurRinc Co. Couns Pine Co. SouTHwest LuMBER MILLs, INc. ProTecTion Propucts Mrc. Co. 
Missouta Waite Pine Sasu Co. CRANE MILLs Ravpu L. Smitrn Lumper Co. Unique Batance Co. 
Morcan Company DramonpD Matcu Co. TAHOE Forest Propucts Co. Woop-TREATING CHEMICALS Co. 
PHILADELPHIA ScREEN Mrs. Co. Georaia-Paciric CORPORATION TaRTER, WEBSTER & JOHNSON, INC. Zecers, Inc. 
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ANOTHER NEW ONE FROM 





NEW BLACK & DECKER 


Yo" UTILITY DRILL 


with 84% more power per pound! 


Here’s a portable powerhouse! New 
B&D-built motor gives more power per 
pound, greater efficiency, longer life. New 
design is lighter and smoother for ease of 
handling. Space handle, pipe handle (both 
detachable), and switch handle shaped 
and positioned for perfect balance and 
control. Ample capacity for 44” metal 
drilling, 34” masonry drilling, 1” wood 
boring, 2” hole sawing. Outstanding new 
value at the same low price. 


BALANCED AND COMPACT .. . powered for COUPLES WITH B&D BENCH STAND for accurate FOR HOLE SAWING, the new 1%” Utility 
trouble-free, efficient drilling in the drilling and hole sawing in maintenance, Drill cuts clean holes from 54” to 2” in 
workshop or on the job. Backed by service, farm and home workshops. Ex- diameter in any material a hack saw 
B&D’s guarantee of quality. erts great pressure on the work. will cut (to 34” thick). 


PROMOTED WITH NATIONAL ADVERTISING IN KEY Talk to your wholesaler about this new B&D 
PUBLICATIONS DURING SEPTEMBER! Tool or send coupon for full profit story! 
For other new products and ideas, visit us at booth 8 _* “ P se 
#97, * ; 

Ist floor, at THE NATIONAL HARDWARE SHOW THE BLACK & DECKER MFG. CO., Dept. H309, Towson 4, Md. 


Please tell me the full profit story on the new Black & Decker 


4%" Utility Drill, U-21. 
& ® Also other tools. 


Tewson 4, Md. World's Largest Maker of Electric Tools Name 











pose Company 

| took Under This seal in Black & Decker advertising tells itis 
|lin'YellowPages'| customers in 350 cities where to buy. Be Ee 
@ sure you're listed in your city's Directory. 
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Profit-Pointers 


for Hardware 











3 ote 
in- 
(See contents, page 41, for complete BUILDERS PREFER 25-LB. PACKAGES of nails, says Bill Kitchen, 


dex to hardware merchandising features this manager, Lansing Building Supply, Ltd., Willowdale, Ontario, 


— checking off inventory above. 


A COMPREHENSIVE DISPLAY of builders’ hardware items 
mounted on separate display boards at Vadnais Lumber Co., 
r a 2 R Springfield, Mass., have identification tags for each item giv- 
WOMEN ARE INTERESTED in making things with their hands. ing the item’s stock number; name of the item; buying source; 
Power tools don't faze them. Special classes for women in- location of backup stock, when stock is not located in drawers 
terested in learning how to use power tools were conducted behind the panels; selling price. 
by Neiman Reed Lumber & Plywood Co., Van Nuys, Calif. The panels may be swung out like doors, giving access to 
the backup stock in drawers. 





“Over 40% of Profits 
from Hardware” 


Cowley Lumber & Hardware Co., Inc., Olathe, 
Kan., illustrates the increasing importance of hard- 
ware to the lumber dealer. A review of their sales in 
1957 — the key role of hardware. 

1957 % of SalesCompared 1957 % 

Sales with 1956 of Gross Profit 


Lumber 65.31 22.04 Less 58.32 
Hardware 22.92 10.59 Less 24.82 
Paint 7.70 11.16 Less 10.32 
Glass 4.07 1.31 More 6.53 
When hardware, paint and glass are combined, 
as they usually are under a broad title “hardware de- 
partment”, they total 34.6% of overall sales but 41.6% 
of profits. Cowley’s now have a full-time manager 
HEAVY HOOKS attached to a sheet of for the hardware department. He does all the buying 
perforated hardboard, standing easel- and assists in selling lumber and building materials. 
board style at the new retail store of He supervises three other men who also sell both 
Minton Lumber Co., Mountain View, hardware and other merchandise handled by the 


Calif., make removal easy, yet tools are firm. 
securely attached, says retail manager 
Tom Smith. 
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- mi ‘ dete 
Another STANLEY STEEL STRAPPLICATION* on the job 


This lumber 
the “housing” pr 


A lumber company in Texas didn’t want to spend money building additional sheds to 
protect bulging stocks of lumber — as much as 300,000 feet — from the weather... and 
pilferers. They wrapped the lumber in paper and secured the bundles with Stanley 
COLORGRAPH Steel Strapping. Estimated total cost — wrapping, labor, materials — is 
only $1.15 to $1.50 per thousand board feet. COLORGRAPH Steel Strapping, carrying the 
name and address (or sales message) of the user, prevents “concealed” pilferage because 
would-be thieves can’t restrap the bundle with identical strapping. a 


Stanley Steel Strapping will help you protect, handle, store, tally and deliver | 

lumber, bricks, plywood, sheet rock and other building materials easier, faster ¥ 

and at less cost. COLORGRAPH Strapping will do all this and provide 

additional protection against pilferage. “canon 


WRITE FOR YOUR FREE COPY of the “Stanley Strapplication Manual of fen 
Packaging and Shipping” for more complete information. STANLEY STEEL ifn 
STRAPPING, Division of The Stanley Works, Dept. I, 1304 Corbin Ave., 
New Britain, Conn. 


~ 


INSURE IT"“SECURE IT"“WITH STANLEY STEEL STRAPPING 


AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric 
S | yay N a E Y tools « drapery, industrial and builders hardware « door controls + aluminum windows + metal parts + coatings + 
steel and steel strapping—made in 24 Stanley plants in the United States, Canada, England and Germany 
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Corner Protection 


CHICAGO—Brightly-painted sheet metal, bent to a 
90 angle, protect piles of plywood and other products 
against bruising by passing lift trucks at Joseph Lumber Co. 


Nail Display Problem Solved 


HOUSTON, TEX.—Having trouble keeping track of 
the dozen-and-one sizes of wire nails? Turning customers 
away because of incomplete stock? 

Here’s how the Menefee Lumber Co. solves the wire 
nail problem—neatly, efficiently and attractively. After 
working out a carefully-scaled design, the company built 
this display storage fixture, somewhat similar to those used 
for cigaret packages. The plywood partitions hold about a 
dozen boxes of each size. 

With this fixture, there’s no need to fumble and search 
while a customer is waiting. And a single glance tells a 
clerk when the supply needs restocking or reordering. 


Under-glass Display Show 


HOUSTON, TEX.—Every lumber dealer knows how 
paint brushes can be ruined by careless handling—bristles 
bent and broken. Contractors Supply and Lumber Co. de- 
signed this fixture for both safe and attractive display of 
brushes. 

Paint salesman Bill Davis shows how the glass door is 
lifted to remove a wanted brush. Doors on either side of 
the pyramid-shaped cabinet keep out dust and prevent 
casual handling. Removable brackets are installed in the 
perforated backing for various-sized brushes. 

Sliding shelves in the lower half of the cabinet hold 
additional stock. The company places this fixture in front 
of its large paint department, where customers must walk 
around it as they enter and leave the area. 


Prefabs Screens for Rural Customers 


SEARCY, ARK.—Odd- 
shaped windows and doors in 
the many farm and semi-farm 
homes within its 25-mile 
trading radius are easily fit- 
ted by the Wood-Freeman 
Lumber Co. 

With the aid of a Vulcan 
mitre saw, the yard is able to 
prefab screens to fit any size 
window or door. President 
Jim Wiseman says: “Our 
farm home sales average 
about 15 screens sold per 
house and 95% of our cus- 
tomers request aluminum 
screening. We sell about 100 
screens to farmers’ each 
week.” 
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EXTRA 


“HOME IMPROVEMEN 


SALES 


for you with RELOKIT 


GIVES OLD DOORS A NEW LOOK 
tremendous remodeling market. It’s the ILCO Relokit conversion TO INSTALL © COVERS 
set, designed for use on doors equipped with unsightly or worn- COMPLETE ancmaaneia omar " 


out mortise locks. Each set consists of a pair of attractive es- 
cutcheons, lock front reinforcing and finishing plates, a strike 
and all necessary screws. 


FOR INTERIOR OR EXTERIOR DOORS — Trim plates avail- 
able in two sizes: 10” x 31%” for exterior doors; 714” x 3%" for 
interior doors. Available in bright Brass, dull bronze, bright 
chrome and dull chrome; also split finishes for bathrooms. 


BIG POTENTIAL — More than 30,000,000 homes are over 25 if 
years old — conservatively 300,000,000 doors that are potential of 
Relokit installations. Related items — paint, brushes, cylindrical " 
locksets increase the sale — and profits. 


EASY TO INSTALL ve ae 

FREE | "YOU CAN noe oem | 

DISPLAY SS ie 

catches the eye and ; mo 
tells the story at| 9) — sa) 

a glance — packs | wm wf : 

maximum sell into ™ — rd 

R minimum space. a 
Packaging is color- 


o. 


Oe er ets te a sil 


ae TE erg Ss ik ohcehes be Sax? 


ful, attractive. 
ILCO RELOKIT is an ideal item for do-it-yourselfers. Merely Display and mount 
remove the old lockset and bore for the new cylindrical lock. are yours FREE 
RELOKIT plates cover all old holes and blemishes. An ILCO during limited in- 
QUICK BORING TOOL makes boring easy, quick and accurate. troductory period. 


LP) Full details from your jobber or write direct to us. Stock up now 
and let IL.CO RELOKIT increase your sales and profits. 


INDEPENDENT LOCK COMPANY 


\ Fitchburg, Massachusetts 
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OUTSTANDING HARDWARE DEPT. part, of ‘Builders Depart- 
ment Store" at Elgin (Ill.) Lumber Co. With a competent hard- 
ware manager, pickup sales are profitable, build materials 
sales. More important, lumber and materials sales bring siz- 
able hardware business. See page 64 for complete story. 


As typical hardware stores emphasize glasswares, plastic 
wares, small appliance and general housewares, the alert lum- 
ber dealer gains in hardware, paint and tool business. It is a na- 
tural alliance, definitely a part of the ‘Builders Department 
Store’’ principle of modern lumberyards. 


But hardware sales can be a nuisance. They can detract 
from big-ticket building materials selling. 


The facts on the following pages lets you examine the 
problems as well as the great potential in profitable hardware 
and paint sales, including tried-and-tested ways of selling as 
reported by leading lumber and building materials merchants. 


Selection of this title was deliberate 
and based on conversations with 
scores of retail lumber dealers. While 
over 90% of the nation’s 30,000 
lumber retailers stock hardware, there 
is a decided need for a critical but 
constructive point of view on hard- 
ware. 

Hardware becomes a nuisance and 
unprofitable line when the following 
conditions exist: 

1. When’ hardware completely 
dominates a store, eliminating effec- 
tive displays of lumber, millwork and 
building materials. A dealer example 
of this condition is illustrated in the 
following pages. If you want a hard- 
ware store, fine; but remember that 
two-thirds of the straight hardware 
stores lost money in 1957 (American 
Lumberman, August 4). 


> 


2. When hardware also dominates 
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and requires most of the time of your 
employes. If this situation exists, there 
is little time to sell home building or 
remodeling packages with their sub- 
stantial markups. 

3. When store merchandising of 
hardware gets out of hand with no 
real supervision of stock or display. 

4. When buying is casual, turnover 
is not watched and hardware is rarely 
promoted in a planned manner. 

Making hardware a real profit- 
maker begins by appreciating the mar- 
keting changes underway in the dis- 
tribution of hardware. The old-line 
hardware store has been taking on 
many new items, which reduce or 
eliminate basic hardware items re- 
quired for the home. The store layout 
shown at the bottom of this page 
from the NRHA’s store bulletin No. 
27 illustrates the very limited store 
area now allocated to strictly hardware 
in their typical stores. 

Whether this change in product 
lines by the hardware dealer is right 
for the long-run remains to be seen. 
Their present profit-picture surely re- 
flects careless management. The rec- 
ord does show that before this change 
most hardware stores were more prof- 
itable and substantial. 

The hardware dealer has little to 
teach the building material retailer. 
Few people in our market, for ex- 
ample, would be content with a stock 
turnover of twice yearly, the average 
for hardware dealers in 1957. We 
can’t afford to spend a_ half-hour 
stewing over a_ piddling sale of 
screws. 





Practical Help to 
Make Hardware 
Your Profit Line 


ARTICLE INDEX 


“Before” & “After” Layout—42 
Dealers Issue Challenge—48 


Jobber Solves Dealers’ 
Display Problems—52 


How to Get Your Share of 
Contract Market—56 


How to Buy Trained Salesmen; 
Retail Promotion—64 


Successful 8-Month-Old 
Hardware Dept.—72 


“Contractor's Delight’’—77 
Steel Legs Spur Lumber Sales—81 
Hardware Plus Housewores—82 


Using Foreign Hardware—84 











While the hardware dealer is leav- 
ing the field wide open for the lum- 
ber dealer, this surely does not sug- 
gest that hardware sales come in the 
door automatically. Many yards sell- 
ing hardware have problems, which 
must be eliminated before profits and 
sales will rise. Let’s get down to cases. 

Building materials plus hardware. 
Because so many dealers turned to 
hardware jobbers or the NRHA after 
World War II for their store layouts, 
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the emphasis on hardware to the ex- 
clusion of building materials was a 
natural development. In _ supplying 
these layouts, hardware assortments 
and lines were frequently top-heavy, 
filled with slow-moving items. 

It is now evident that this was a 
short-sighted policy, hindering sales of 
both hardware and building materials. 
Hardware, for maximum profit in the 
lumberyard, is sold three ways—as a 
pickup item, for remodeling and for 
new construction. 

Now, to play all three markets on 
hardware requires clear thinking as to 
just how a sale is made. Pickup items, 
for example, need scientific store dis- 
plays which permit self-selection and 
easy examination of the merchandise. 

Sale of hardware for home jobs and 
remodeling should be keyed to serv- 
ice areas in the store like the Home 
Planning Center and an adequate dis- 
play of lumber, millwork and build- 
ing materials. 

We have seen a fine display of 
doors sell track hardware; a floor 
stock of unfinished furniture ring up 
an $18 sale of cabinet hardware; a do- 
it-yourself attic project, merchandised 
as a tie-in, sell $26.50 worth of hand 
tools. We could fill this page with 
actual examples of home improve- 
ment projects stimulating hardware 
volume. 

Strip a store of the beauty of pan- 
eling, the smart new patterns in floor 
tile and countless specialties and 
you've lost the appeal of a unique re- 
tail store—the building material plus 
hardware operation. 
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TO DRIVE NO 2 


BEFORE 


Hardware Dominates Layout .. . 


The morning’s mail last spring 
brought the above store layout and a 
letter from a prominent dealer com- 
menting that he agreed with our con- 
tention that hardware should be com- 
bined with building materials for best 
sales results. 

This was a new showroom opened 
three years ago. The layout was by a 
large hardware wholesaler. Though 
the building was attractive and ex- 
pensive, sales results from the begin- 
ning had been disappointing. Could 
we suggest a new layout? 

In preparing the revised store lay- 
out shown on the right, we began by 
studying the present layout and stock 
of merchandise. The layout itself was 
straightforward enough, although the 
fixtures lacked flexibility and were 
much too expensive. 

No building materials. If you will 
glance up at the first store layout, 
you will notice that this store hasn’t 
a display of any kind on lumber, mill- 
work or building materials. Kitchen 
cabinets were being shown on an 


42 


island fixture. There was a fixture set 
aside for a folding stairway. All other 
basic building material items were be- 
ing sold from samples, small counter 
displays or catalogs. A prospect wish- 
ing to see a good-sized sample or 
actual merchandise was taken to the 
warehouse or sheds. 

What we have here is essentially a 
hardware store, which is squarely 
competitive with every other hard- 
ware store in town. Why should cus- 
tomers desert long-established hard- 
ware stores in favor of a lumber 
dealer not capitalizing on his one-stop 
services? They just didn’t for this deal- 
er. Lumber and building materials 
continued to carry the load, although 
almost the entire store was devoted to 
hardware. 

Mostly contractor sales. It goes 
without saying that sales of building 
materials continued to go largely to 
the contractor, because the consumer 
was not exposed to proper display. In 
these competitive times, the days of 
pawing over material in a warehouse 


are about over, or done reluctantly. 

Aside from the poor performance 
on hardware, it should be added that 
the first layout hardly squares with 
present trends of alert dealers to mer- 
chandise remodeling, new home build- 
ing and greater control of the sale. 

In suggesting a revised layout, the 
first consideration was the general ap- 
pearance of the store from the street. 
Non-merchandised show windows are 
a luxury few lumber dealers can af- 
ford. We have a theory that people 
gain little from viewing store fixtures 
from 20 feet away. 


The public looks in windows to 
shop. Women, especially, take full ad- 
vantage of every trip down the main 
street and mentally file away or come 
right in to buy displayed merchan- 
dise. We'd like to see goods in every 
window fully described and priced. 
Our layout is necessarily a compro- 
mise, because few dealers will buy 
this concept at present. 


Display kitchens. Two windows, 


September 15, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 















|| SEASONAL 

BULK 
items | z | 
EMS | 9 oa | 
|S % Zz eo |} 
' Fd ws | a 

RENTAL ! Se | €/°; 

TOOLS 1|S3 aw 

{ Ww 





1 ros 

| aie i 
| 4 y 
- € 
ps ol 5 @ 
= w | a a 
- rn rs) oO 

a ww 

S 2 & 3 | 

z 3 2 | 
u at _ x 
| s - 

L Z L2ig_j 








7) 
> ” | ) 4 
<a ee Sul -- 
Pa 8 | S=| =< 
& © ra z 
2 | wEi o 
a « | vo! § 
z ) j2=i 
w = | i[es| = 
ig! 5 | 
so ‘ = | 
x t J Pee es 


oe T 
[GARDEN TOOLS 


ee — — = 
| 


HAND TOOLS 


re Sa : 
PORCH RAILS + 
FLAGSTONE - Fj 
ENTRANCE DISPLAY + | 
y ALUM COMB.DOOR % FP 
© 7 PORCH CORNERS r 
on f , 
a5 WINDOWS A 
42 ' 
45 , fj 
be A WINDOWS y 
= Sy ‘ 
wiNDOWS ¥ 


KS 


PICNIC BENCH 4 
f ’ } IN SEASON 
| PLUS SIDEWALK 
DISPLAY 


tf FARM HARDWARE 
CABINET 
HARDWARE 


CASH & WRAP 


”~ 
5 uw 
ou! & z 
ice 

aq & + 
s 5 
oa| ” 2% PAINTS 
or w > 
wal & r TOOLS 
az a 

o 

o 


r 






| +GARAGE DOOR | 


Sy/ SLIDING GLASS DOORS 


ROOF OVERHANG 
LUMBER SALES 


i SALES 


PLANNING CENTER 


f 


PATCH & REPAIR 


PAINTS 





o<fe ->»z 
7A My d 
/ i 
rs /, 


“ ROOFING & SIDING 


GUTTERING VENTS 
ET 2 


———-— = = +*y 





WALL 


TILE 


a 


SALES 





i 






UL 


CUSTOMER 
LITERATURE SQ 


Wf 





a” 
ZA 


BUILDING PRODUCTS 


















Now Its 


Integrated 


FLOOR PLAN 


"] LADDERS 
| SPRAYERS 


«4 


























FEWER ISLANDS. Two wall fixtures were added to accommodate merchan- 
dise displaced by the new layout. Before, layout had 20 island fixtures, 
including one used as a planning desk. The revise reduces floor units to 
13 fixtures, three of which would be new narrower units. 

Extra wall fixtures take up some of the slack but still greater display 
space would be created by controlling inventory stock on the remaining 
fixtures. A 30-day stock is recommended on the floor with the remainder 
warehoused in space which costs much less than a showroom. 


With Materials 


however, have been semi-enclosed. 
One now merchandises model kitch- 
ens, always of top appeal to women. 
Fully lighted during evening hours, it 
should mean plus sales of service, ma- 
terials and hardware. The other win- 
dow now is blocked by a wall fixture 
required to provide more display 
space for the revised layout. The back 
of the fixture, however, would be sur- 
faced with perforated hardboard and 
used to merchandise hardware spe- 
cials and new items. 

By this technique, we bring mer- 
chandise right up close to customers 
for easy shopping. The back of the 
wall fixture has a series of panels on 





hinges for easy access and mounting 
of merchandise. 

Within the store proper, the layout 
above pretty much tells its own story. 
A few items are worth explaining. 

A second wall area has been cre- 
ated by adding a free standing unit 
for hand and garden tools, which also 
serves as a divider for the offices. The 
cashier, formerly located in this area, 
has been relocated to a position which 
affords good control of the entire 
store. It also is now in close proximity 
to salesmen and the home planning 
department. 

Scale model. In the upper right 
hand corner, we have indicated a gar- 
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age-type structure, which displays the 
products indicated. Roofing and siding 
materials would be sampled on a re- 
volving drum fixture developed by 
American Lumberman. While a dis- 
play of this type takes time to build, 
it is invaluable in explaining use of 
materials to the consumer. Other 
products also displayed in this area in- 
clude an operating garage door, fold- 
ing stairway, metal specialties, sliding 
glass doors and insulation. 

Along the right wall are all the 
building materials missing from the 
first layout. Board products, paneling 
doors and the like are all shown on 
30”x80” NRLDA display panels for 
which many leading manufacturers 
now provide special display materials. 

Ceiling tileboard products are pro- 
moted with a low sound box display 
complete with stapler, which encour- 
ages customers to see how easy it is 
to apply the product. 
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RAYNOR Selection Chart 


Residential and Commercial Overhead Doors 


A Complete Line of Stock Sizes 
for Any Opening « Any Installation 


TORSION SPRING 


ONE CAR 
Headroom | 12 inches 
‘Sideroom ee 3% inches 
TWO CAR- 


Headroom ot 14 inches 





Sideroom 3% inches 





Also Available with Extension Spring 


LOW HEADROOM CONVERTI-KIT 


; ONE CAR ee: 
Headroom 3 inches 





Sideroom 3% inches 


e TWO CAR 
Headroom — L 6" inches 


Sideroom a ee 





Available for Torsion or Extension Spring 


COMMERCIAL DOOR SIZES 


LOW HEADROOM TL65 Max. 144 sq. ft. 
*TL ‘Max. 280 $q. ft. 
NORMAL HEADROOM 115 ‘Max. 128 sq. ft. 


T16 ; ‘Max. 240 sq. ft. 
*T18 Max. 500 sq. ft. 


LIFT CLEARANCE  =—-«-T24_—s Max. 128 sq. ft. 
125 Max. 240 sq. ft. 


* 3” Track 726 Max. 325 sq. ft. 


ey 





VERTICAL LIFT ~VL22 Max. 168 sq. ft. 








ALL RAYNOR OVERHEAD DOORS FEATURE: 


Graduated Seal for Weather-tite Closure 

Heavy-Duty Galvanized Steel Hardware 

Continuous “Live Shaft” Spring Mounting for Easy 
Uniform Lift — No Cocking, Wedging 

All Raynor Doors Guaranteed One Year Against 
Defective Material or Workmanship 


RAYNOR MFG. COMPANY 


Dixon, Illinois 


September 15, 


ef —— 


1958, 





Profit Pointers 





NEW LINES OF BUILDERS’ HARDWARE hove been added as 
the result of the effectiveness of this display, according to 
M. R. Cassidy, Spencer Bros. & Turner, Ltd., Truro, Nova Scotia. 
Hardware sales last year ran about 18% of the total retail 
sales, an increase of about 40% over the preceding year. 
Wall display uses perforated hardboard panels with backup 
stock behind each door. Binned items are price-marked. 


WANT A GOOD DISPLAY LABEL? New Lumber & Hardware, 
Federal Way, Wash., attracts attention with phrase, ‘‘THE 
TOOL CHEST" as pictured above. 


PLUMBING ACCESSORIES are often integrated into building 
material dealer hardware departments. Open-binned table 
above was built to hold plumbing accessories, price-tagged by 





compartments, at Valley Lumber Co., Palm Desert, Calif. 
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USE POLE-TYPE CONSTRUCTION! 


Today pole-type construction is the most economical 
way to put up many types of new structures—from ware- 
houses to railroad car shelters. These buildings can be 
expected to remain in service for as long as 50 years 
when building poles have been pressure-treated with 
creosote. Here are several important reasons why creosote 
—the only time-proved preservative—assures lasting pro- 
tection for wood. 
e Chemical stability: Creosote does not decompose 
or react chemically with soil water. 
@ Multiple toxicity: Marine borers, fungi and wood- 
destroying insects can’t build up an immunity to 
the many toxic ingredients contained in creosote. 


e Penetration easily checked: You can see the depth 
of penetration in any cross-section. 


e Resists brush and grass fires: Creosote actually 
protects wood from most small fires. 


e@ The only time-proved preservative: In many cases 
wood that has been pressure-treated with creosote 
has been in use for over 50 years. 


Dollar for dollar your best buy is creosote! It’s always 
available in quantity, since qualified pressure-creosoting 
plants are located in every section of the United States. 
For complete information, write for free booklet. 


PLASTICS AND COAL CHEMICALS DIVISION 


Formerly part of the Barrett Division 


40 Rector Street, New York 6, N. Y. 
in Canada: Allied Chemical Canada, Ltd., 1450 City Councillors St., Montreal 
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GEORGE SAYS... 


ae 
Wesnington’s 


PLASTIC 
DRAWERS 


"Styled Right *Sized Right * Priced Right 
FOR EVERY BUILDING NEED! 


e Will not warp, separate, stick or bind. © Smooth surfaces will not snag. 
© Easily cleaned...no corners. ® Fronts to match cabinets easily attached. 


© Greater customer appeal. 


Washington’s Plastic Drawers are molded of high-impact Polystryrene 
in harmonizing neutral color with chrome-plated steel stiffener slides. 
Drawer is completely supported by metal sliding on nylon. Installation, 
shipping and storage costs are at a minimum. 
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VERSATILE ...Washington Plastic Drawers For: 


KITCHENS WARDROBES 



























































BEDROOMS BATHROOMS SCHOOLS 
20 Drawer Sizes to fit almost any requirement: 


[30] | 3310 _] [ 3313 _]'[_3316 3319 a [e298 
3413, | [ 3416 |. See es 25 


3613 3616 | 3619 | | 3622 | 
"osama ei SMALLEST 
3816 E 3819 I 3822 ait cmeamanee 
— OPENING 


REQUIRED 


For complete information on Washington’s Plastic Drawers, 
fill out coupon below and mail. 


? 
j TO: WASHINGTON STEEL PRODUCTS, Inc. 
Dept. AL-6, 1940 East lIth Street 
Tacoma 1, Washington 
{ Gentlemen: 
Send complete information on Washington's Plastic 
{ Drawers. 





v eeORiMmoll cm -1-lolelll ona) | Name 





' 
WASHINGTON STEEL PRODUCTS, Inc. ) Address 








Dept. AL-6 Tacoma 1, Washington Zone —. State 
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Making Hardware Profitable 








Table | 


Dollar Inventory of Hardware 
Median Median Median Avg. an- 
dollar dollar dollar nual turn- 
inventory of inventory of inventory of over of 
builder's & locks & lock builder's & hdwe 
shelf hdwe., sets only shelf hdwe., per year 
excluding locks 
and lock sets 





including locks 
ond lock sets 


Metropolitan Areas 
Under $250,000 $3000 $2540 


$250-500,000 4000 3450 
Over $500,000 7000 6000 





Smaller towns outside 
Metropolitan Areas 


Under $250,000 $2500 


$250-500,000 4660 
Over $500,000 6000 








Anticipated Changes in 


Table Ill 





Display of Hardware Items 





The dealers were also asked whether they anticipated any early 
changes in their display methods for hardware items. Roughly 
one out of four say they will make such changes. This is an op- 
portunity for manufacturers and wholesalers to work with these 
dealers in this period of rapid change. 


Metropolitan Areas 


Yes 
No 
No answer 


Smaller Towns 


Yes 
No 
No answer 


(Yes & No) 


No. of 
Dealers 
15 25% 
44 73 
1 2 


60 “100% 


23% 
76 
1 


100% 











Table Il 
Departments Recently Installed 
(last 2 years) 


Departments most frequently mentioned as having been installed 
in the last 2 years, in both metropolitan areas and in smaller 
towns were: 





No. of 
a ______] 


. Floor covering 29 
. Electrical depts. 25 
. Plumbing depts. 22 
. Power tools im 
. Hand tools 8 
In Metropolitan Areas 24 out of 60 dealers, or 40%, indicated 


that they had added new departments within the last two years. 





In Smaller Towns, 50 out of 95 dealers, or 51%, indicated new 


installations. 


Check-Out Counter in Store 


Table IV 





Asked whether they had a check-out counter in their store, the 
dealers replied as follows: 


Metropolitan Areas 


Yes 
No 


Smaller Towns 


Yes 
No 
No answer 


No. of Replies 
ia 
49 














Dealers issue 





Percentage of Current Sales which are Self-Service 


Table V 





Metropolitan Areas 





Less than 25% 
25-50% 
50-75% 
75-100% 


No answer 


Smaller Towns 
Less than 25% 
25-50% 
50-75% 
75-100% 


No answer 


No. of 
Dealers 


48 


17 
3 
1 
1 


95 100% 








Challenge to Hardware Manufacturers 


Improved packaging for more self-service demanded by 
dealers in nationwide survey sponsored by American Lumber- 
man. 


“A complete hardware and paint 
department is one of the dealer’s 
easiest profit-makers. Those who 
avoid handling this type of merchan- 
dise are really missing the gravy 
boat.” 

This comment from a small-town 
lumber dealer just about sums up the 
sentiments of a cross-section of deal- 
ers surveyed by a national hardware 

(continued on page 50) 
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EASIEST, 


installations 


‘R' Series — Thunderbird Design 


LOCKWOOD SPEEDRIL takes the hard work out of 
lockset installations ...is foolproof and speedy... 
cuts installation costs. 


You can install any or all of these three outstanding 
lines of Lockwood locksets with a Lockwood Speedril: 


Lockwood ‘R' Series — a low-cost beauty for the 
residential field . . . solid brass, bronze or alumi- 
num 5-pin cylinder, all steel mechanism. 


Lockwood ‘S' Series — finest of all standard duty 
locksets . . . in brass, bronze or aluminum . 
solid brass 5-pin cylinder ... screw-on roses 
both sides. 


Lockwood Sliding Door Sets — quickly installed 
with Lockwood Speedril . . . latch sets and pri- 
vacy locking sets . . . adjustable strike compen- 
sates for door sag... for wood or metal doors 
... all standard finishes. 


If you want your doors to look their best and act the 
same, start and end your lockset installation with 
LOCKWOOD. 


Privacy Lock for Sliding Doors 


LOCKWOOD 


LOCKWOOD HARDWARE MANUFACTURING COMPANY, FITCHBURG, MASS. 
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HARDWARE MFGS. 


(begins on page 48) 





manufacturer for this issue of Amer- 
ican Lumberman. 

Other pertinent dealer comments, 
summarized: 
* The techniques of the super-market 
shopper have become part of their 
business. Dealers want hardware items 
in plastic or see-through packages 
that can be taken from perforated 
hardboard racks, examined and pur- 
chased self-service style. 
¢ A big market is ahead for the hard- 
ware manufacturer who will supply 


the ideal package for self-service dis- 
play, offer the latest display materials 
and other dealer aids. 

* Several dealers placed it squarely 
up to the manufacturers to come up 
with ideas and facilities that will in- 
crease hardware sales by speeding up 
selection. The enthusiasm of the deal- 
ers toward better marketing facilities 
is seen in some of their replies. The 
following comment is typical: 

“Spend more thought on individual 
article packages rather than on unit 
packs. Most unit packs do not fit into 
a store display.” 

Inventory breakdown. In the met- 
ropolitan areas, the dealer’s hard- 
ware inventory, including locks and 





PICTURE OF A MAN MAKING $673 


a 


SS ee. 


PROFIT 


That’s right, profit — $673 of it! And he makes it in the first year 
on only one Clarke rug shampoo machine and the wet-dry 
vacuum cleaner that goes with it. Like dealers everywhere, he’s 
discovered the shampoo machine is the hottest thing in rentals. 
And it’s plenty hot. By renting the machine only twice a week, 
he averages an extra yearly profit of $673 in rental fees and in- 
come from shampoo and impulse sales. 


You'll enjoy this extra income, too, when you start your Clarke 
rental department. Clarke offers you a complete line of depend- 
able floor machines to rent and gives you all the selling aids you 
need — mats, radio scripts, banners, mailers—to promote your 
department and build your profits. Write for details now, 


Clarke SANDING MACHINE COMPANY 


469 E. Clay Avenue, Muskegon, Michgian 


Authorized Sales Representatives and Service Branches in Principal Cities 
In Canada: Clarke Sanding Machine Co. (Can.) Ltd., 21 Advance Rd., Toronto 18, Ont. 


Fioor Polisher Floor Sander 


Circle No. 28 on Coupon, page 104 


Wet-Dry Vacuum Cleaner 


Floor Edger Rug Shampoo Machine 





lock sets, turn over three to four 
times; the inventory is valued from 
$3,000—$7,000 indicating annual 
sales of $9,000—$28,000. 

Hardware turnover in the smaller 
towns also takes places three to four 
times a year with annual sales run- 
ning from $7,500 to $10,000. 

Display methods. The survey 
showed that 40% of the dealers in 
the metropolitan areas stock packaged 
hardware items and display them on 
racks or hooks attached to perforated 
hardboard; about 24% display hard- 
ware items in bulk, manufacturers’ 
boxes or glass bins. 

In the smaller towns, this trend is 
reversed. Some 28% reported dis- 
plays on some type or rack and 40% 
in bins or supplier’s boxes. 

Many dealers reported that their 
new or remodeled stores had pro- 
vided for new or enlarged hardware 
departments. In the metropolitan 
area, some 40% said they had added 
new departments during this period. 
In the small towns the figure was 
51%. 

In addition, one out of four dealers 
replying said they plan early changes 
in their method of displaying and sell- 
ing hardware. 

Self-service trend. More and more 
dealers are going self-service with 
hardware. In the metropolitan areas, 
the figure was 21%, based on reply- 
ing dealers; it was 22% in small 
towns. About one in five stores had 
a checkout counter. 

This is all on the credit side. The 
fact that the dealers went to the trou- 
ble of voicing their views of the man- 
ufacturers’ duties indicates that they 
want to be supported in their plan- 
ning. 

It is clear that the years ahead will 
show a lot of development in this 
field. The alert manufacturer will be 
the one who makes available the mar- 
keting refinements the dealers want. 


Adjustable Panel Racks 


LOUISVILLE, KY.—Ad- 
justable steel racks are used 
at the Weyerhaeuser Sales 
Company’s wholesale ware- 
house to store any flat items 
like hardboard. The racks 
are easily adjustable to vari- 
ous heights and when needed 
elsewhere, they can be quick- 
ly dismantled and moved. 
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Merchandising‘ 


Program 





7 
¢ 
- « » THE NEW NAME FOR QUALITY 


HARDWARE by NATIONAL LOCK 


- 
Pa 
~ 7 
=e ae oe 


\ 
i 
| 
} 
i 

/ 


@® MEDALIST ... standard for quality in CABINET 

HARDWARE, BUILDERS' HARDWARE, FORGED 

IRON HARDWARE, FURNITURE TRIM, CABINET ee . 
LOCKS, SASH HARDWARE and SHELF HARD- ‘ is Conveniently 


oi Packaged... 


®@ Packaged in popular ‘'Select-a-Pak" BOX, with 
handy clear acetate slide cover. Saves stock space, 


sales time. FROM ' SELECT-A-PAK" 


ae e BOXES TO SELECT ASSORTMENTS 
@ Individual assortments comprise only those selected 
items with proven sales appeal. Medalist assortments 
assure fast sales and added profits. 


® Each assortment is displayed in unique MERCHAN- 
DISING SHELF UNIT, complete with steel shelf, bin- 
ning glass, "L" clips and price clips. Compact... 
versatile. 


@ Eye-pleasing DISPLAY BOARDS are FREE with Compactly 
each assortment. Boards include hangers for wall Displayed i 
. o 


mounting or cleats for attaching to floor or island units. pene 

® Attractive floor unit, with heavy duty pegboard 48 

back and sturdy legs, is designed to display merchan- 

dising shelf units for three assortments, plus display eS — 
Ae] 


board and demonstrators. 


Mian Be 


® Write for illustrated Brochure No. 2122 describing 
complete merchandising program and prices. 


¢ 
7 


MERCHANDISING SHELF 
UNITS CAN BE USED WITH 
WALL, GONDOLA OR 
ISLAND DISPLAY UNITS 


To Stimulate 
Quick-Service 
Selling 


Mi NATIONAL LOCK COMPANY 
ROCKFORD, ILLINOIS +* MERCHANT SALES DIVISION 
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Solves Dealers’ Display Problems 


Fixtures at cost and suggested basic tool inventory are 
among the sales aids offered by Wisconsin wholesaler. 


How extensively should a jobber 
help a dealer in merchandising hard- 
ware in the store? 

“All the way” is the answer from 
one leading supplier, who distributes 
exclusively through retail lumber and 
building materials dealers. 

An American Lumberman request 
for hardware pictures caught the eye 
of Roy Butter of Butler, Wis., a build- 
ing material specialties distributor. 


Butter replied with some of the pic- 
tures you see on these pages. 

“We have always promoted proper 
display at the dealer level and have 
been highly successful in increasing 
lumber dealers sales through proper 
merchandising,” he said. “We have a 
program whereby we will install a com- 
plete self-service tool department for 
a dealer. This program includes sug- 
gested basic stock, which the dealer 


SALES TOOLS FOR RETAIL LUMBER DEALERS 


can custom tailor to his own require- 
ments; suggestions for the proper dis- 
play of the merchandise and a com- 
plete merchandising program to insure 
sales at the dealer level. 

“We have gone so far in our dis- 
plays to make available to dealers 
both complete tool units and separate 
fixtures for displaying each type of 
tool. 

“And I might mention that all fix- 
tures are turned over at cost and we 
supply them only to help dealers sell 
more tools.” 

The professional results of Butter’s 
program can be seen in pictures below 


Here are several of the displays available in a 
complete merchandising program offered by one 
distributor. They make the lumber dealer’s hardware 
department the best in town. 
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CLPEALER POINTERS 


Literature Under Trellis 


A rack of free literature is attrac- 
tively displayed under several stock 
garden trellises at Paul E. Har- 
ris Lumber & Construction Co., Mil- 
lersburg, Penna. The literature, locat- 
ed in the center of the store adjacent 
to the main flow of customer traffic, 
encourages customer interest in many 
different products, according to Carl 
rroutman, assistant manager. 


Slides Help Sell Lumber 


His own color photographs are val- 
uable sales tools for J. E. Kuykendall, 
owner of Square Deal Lumber Co., 
Springfield, Ore. He takes 35mm col- 
or slides of home improvement and 
new construction jobs on which he 
supplies materials. Slides are stored 
in a special customer conference 
room, where they can be projected 
easily on a screen. 

“In helping a customer select ma- 
terials for a home improvement job, 
we've closed many sales with the help 
of my pictures and slide projector,” 
Kuykendall says. 


Parking Areas Defined 


There’s no question where to park 
at Swan & Bahnsen Lumber Co., 
Moline, Ill. Parking areas are clearly 
marked with signs in front of the 
firms buildings. Manager Robert B. 
Ford reports this is but one of the 
many things done by the firm to en- 
courage trade from the non-profes- 
sional buyer of building products. 
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Shipping weight complete, 5 Ib. 
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Satin Copper pulls.......... 
Polished Chromium pulls.... 
Polished Brass pulls 


DEALER SELLS extra hardware for 
HE ALSO GETS one No. 201EH Display (value $2.44) 


NATIONAL BUILDERS' HARDWARE CONVENTION 
NATIONAL HARDWARE SHOW... re eebe oe 
MIDWEST HARDWARE AND HOUSEWARES SHOW. 
NATIONAL RETAIL LUMBER DEALERS’ SHOW. 


See your Amerock wholesaler for full details 
or print your name and address in the space below and mail to. 


Circle No. 30 on 


Amerock Quality 
Only 


3ge 


Each 


Shows beautiful new Contemporary pull by Amerock in six stunning 
finishes: Satin Copper, Satin Bronze, Ebony Black, Satin Chromium, 
Polished Chromium, and Polished Brass. With wire easel for stand-up 
mounting and hole for hang-up. 

Extra hardware for resale packed with each display returns $12.70 to 
dealer on an $8.40 investment—over 50% markup. In addition dealer 
receives colorful display showing six pulls with retail value of $2.44. 

Simply order Amerock Display No. 201EH—list price $14.00. 


Retail Value 
$ 3.90 
3.90 

4.90 


$12.70 


re $ 8.40 


Booths 103 & 104 
.... Booths 53 & 54 
Booths S-53 & S-55 
Booth 330 


DEPT. ALSS AMEROCK CORPORATION, ROCKFORD, ILLINOIS 


COMPANY 


ae 


ADDRESS’ CITY & STATE 
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SKIL 
MAGIC 


‘ 
a value offers: 


for your Fall 1998 
power tool volume .. 


' ‘PROMI 


4 sensational extr 
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No. 8514—SkiL « 

SHOP fe, featur urine the @ popular 

SKIL Jig Saw and 2 FREE 

Perma-Grit files. A Profit Ma agic Fy = POY’ last @ tHtetin e 
in r orks 


PACKAGE #1 


No ane ‘Saw 'n Table” SHOP 

Custome: s $1 — gets $6.95 

a erma- Gr Ay Whe el, all-steel table 
and the famou + 0%" SKIL Saw for 


$69.85—an n $81.88 y 






SKILMANSHIP MEANS SKU T0045 1 yo, 


SKILMANSHIP MEANS 


<Q TOOLS DO MORE 































You're right. You have to be a magician these days to get that 
full profit. And SKIL is making each and every SKIL dealer 
a professional PROFIT MAGICIAN—just by adding the Big 
Secret. Just look at the four hot packages on this page—every 
one of them a fast mover by itself. 

Now add PROFIT MAGIC .. . a group of accessories, 
featuring sensational Perma-Grit tools and you’ve got four 
“deals” that can’t be beat! Why? Because the consumer gets 
the full benefit of this Profit Magic Promotion—and you get 
your full profit markup! 

Each package comes with the eye-catching display. Just 
pull it out of the box and you’re in business! 


PROFIT MAGIC 
PACKAGE ¥ , FREE Y 
we. Retna 0 3 NEW PERMA-GRIT Products 


Three Perma- . der 
al Sander. ; ry IS 
rmenp SKIL Orbit they'll last a lifetime in your home 
Acts e- lalelsiaels! tell 11-7 Sandpaper! a 
VALVE / 


Regularly $57.10—now complete 
lithe THIS NEW SK, WM. 


for only $49.95. 
- REFINISH 
“~~ ER WORKSHOP. 




















Here's what yoy get: NOW ony 
& POWERFUL SKM IOS 
OnBiTay SANDER =— 

® +wo = A RE 
FRE Gu 
PERMA il Pies *S7 VALUE 


s 
ONE FREE p 


ER 
SANDING sy MA-GRit 


eer 












1B iad eta angen 


2S ASE net 





PNET TAMAS, HELE ES 


eh ane 


SKILMANSHIP Me 
ANS Sy 
KL TOOLS 10 9: 






eee pl USa smashing national and local advertising 
campaign including leading magazines, leading newspapers, 
radio and TV spots, displays and direct mail! 


Products made only by SKIL Corporation, manufacturer 

of famous SKIL and SKILSAW products, Chicago 30, IIl., Factory 
Branches in all leading cities. In Canada: 3601 Dundas St 

West, Toronto 9, Ontario 
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How to Get Your Share of 
Builders Hardware Market 


This article defines the profit opportunities in builders’ 
hardware; exactly what you need in basic inventory; how to 
get sales leads; how to train your personnel to become hard- 


ware specialists. 


By James D. Young, General Sales Manager, 
Yale Lock and Hardware Division, 
The Yale & Towne Manufacturing Co. 


The time has come for lumber deal- 
ers to take stock of their abilities to 
seize the opportunities made possible 
by the present and future building 
markets. In doing so they will inev- 
itably encounter the subject of build- 
ers’ hardware. 

Those dealers who have not yet 
expanded into builders’ hardware and 
become a profitable, single source of 
supply, are in danger of losing the 
vast new sales opportunities. 

This is especially true of lumber 
dealers operating in non-metropolitan 
areas. Actually, lumber dealers who 
are established in markets with popu- 


BUILDER CLIFTON SMITH is helped in selecting residential 
hardware by Bill Parcks, Entz-White Lumber and Supply, Inc., 
Phoenix, Ariz. Mounted knobs and locksets on top shelf were 
provided by manufacturer as dealer sales tool. 
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lations of less than 100,000 are well 
situated to serve the builders’ hardware 
needs, not only of lower cost resi- 
dences but also of custom built homes 
and light construction as well. Schools, 
churches, hospitals, shopping centers, 
commercial buildings, hotels and rec- 
reation centers fall in the dealer’s 
market. 

Market analyzed. How large a po- 
tential market are we talking about? 

Of the 13 billion of non-residential 
building estimated for 1958, slightly 
under 50% will be constructed in small 
cities and towns with populations up 
to 100,000. 

These markets are expected, in 
1958, to achieve a volume of con- 
struction that will include approxi- 
mately $1.5 billion in commercial 
buildings; $1.5 billion in educational 
buildings; $1 billion in industrial build- 


fication list. 


ings; $430 million in hospital and in- 
stitutional buildings; $360 million in 
religious buildings; $250 million in 
hotels, motels and dormitories; $200 
million in public administrative build- 
ings; $160 million in social and rec- 
reational buildings; $280 million in 
other types. 

On the residential side, almost 50% 
of all non-farm dwelling units started 
in 1958 will be in places with popula- 
tions up to 100,000 which, in terms 
of current estimates for the year, will 
amount to about 550,000 dwelling 
units. 

A rule of thumb estimate based on 
a conventional budget for builders’ 
hardware of slightly over 1% for non- 
residential buildings and a hardware 
budget averaging $50 for non-farm 
dwelling units, points to a_ builders’ 

(continued on page 58) 


Courtesy Yole & Towne Manufacturing Co. 


WORKING WITH ARCHITECT, Hal Hoag, Entz-White Lumber 
and Supply, Inc., Phoenix, demonstrates cutaway lockset for 
Ralph Haver, AIA, who is making up school hardware speci- 
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earn better profits! 


The name Roberts is new on 
weatherproofing products. How- 
ever, for over 20 years the name 
Roberts and the Big R have been 
a mark of quality, high profit 
merchandise to the floor cover- 
ing installation industry. The Big 
R is familiar all over the world as 
we also manufacture overseas. 
We're new to the hardware and 
building supply fields, but we're 
here to stay! To us, this is not a 
sideline. We have already in- 
vested large amounts on new 
equipment and recently finished 
construction on our own million 
dollar plant to make DRAFSTOP. 
So keep your eye on the Big R. 
Not only for weatherproofing 
products, but for a wide variety 
of new hardware and building 
supplies to come. The many 
products of the Big R have 
proved profitable for our dealers 
everywhere, This is your invita- 
tion to build sales along with us. 


WANTED 


WHOLESALERS 





"7 


follow the big ROBERTS 
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WEATHERPROOFING PRODUCTS 


Rosents, for over 20 years leaders in quality products 
for home and industry, now brings hardware and 
building supply dealers new Drarstop. The most 
popular priced, fastest selling, nationally advertised 
weatherproofing products on today’s market! 



















DRAFSTOP Weatherstripping 


Insulates—stops drafts, dust, water and insects — 
keeps cold out —heat in. Genuine polyvinyl foam 
bonded to clear grain molding lumber by Roserrts’ 
exclusive heat and pressure method. Seals tighter, 
lasts longer. Closed cell foam won’t absorb moisture 
~highly resistant to chemicals, weather and the 
elements. Shapes easily to uneven surfaces, paint- 
able. Speedy installation, only a matter of minutes. 
You EARN MORE BECAUSE IT SELLS FASTER! 
DRAFSTOP Weatherstripping * 15 complete kits 
in colorful self-selling display carton + Suggested 
retail price $1.95 per kit. 

















DRAFSTOP Door Bottom 


Stops drafts, dust, water, insects—keeps weather 
out—heat in. Made of durable extruded aluminum. 
Anodized to eliminate stains on doors or thresholds. 
Never discolors. Extra tough, pliable vinyl guard 

is impervious to weather—resists extreme tempera- 
ture changes. Unique automatic spring action allows 
ample clearance for carpets or door mats. Stainless 
steel spring for trouble-free operation. Nylon stop- 
roller insures positive closing and tighter seal. Screw 
slots permit easy adjustment to any threshold. Installs 
in a jiffy! You EARN MORE BECAUSE IT SELLS FASTER! 


DRAFSTOP Door Bottom + 10 complete kits in 
colorful self-selling display carton + Suggested retail 
price $2.95 per kit. 





























WEATHER 
TRIPPING 
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BUILDER’S HARDWARE 


(begins on page 56) 


hardware market in non-metropolitan 
America of about $85,000,000 just 
for these two major segments of the 
market. 

To this volume should be added the 
hardware requirements for the rapidly 
growing replacement and moderniza- 
tion market, which in total dollar vol- 
ume is now exceeding a rate of ap- 
proximately $10 billion annually for 
the nation as a whole. 

Finally, particularly for the small- 
town lumber dealers, there must be 
added the significant farm market for 
both new construction and the mod- 
ernization and expansion of existing 
home and farm facilities. These two 
additional segments of the construc- 
tion picture represent builders’ hard- 
ware demand in impressive multi-mil- 
lion dollar volume. 

The lumber dealer should arrange 
to get his profitable share of the en- 
tire, vast builders’ hardware market. 

Department requirements. The es- 
tablishment of a builders’ hardware 
department is relatively easy and re- 
quires only a modest investment. Af- 
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ter considerable field research and 
study of case histories and data sup- 
plied by lumber dealers with a suc- 
cessful builders’ hardware operation, 
the Yale and Towne market analysis 
department has drawn up _ specific 
basic inventory lists which experience 
suggests for establishing a basic build- 
ers’ hardware department. 

Both the residential and light com- 
mercial stock lists can, of course, be 
adapted to fit any given area. (The 
two lists appear with this article). 

The two inventory stock lists show 
that it is possible for a lumber dealer 
to set up, for about $1,170, a build- 
ers’ hardware department to service 
the residential market. 

The essential stock necessary to es- 
tablish a department for the light non- 
residential construction market may be 
obtained for about $1,600. 

With this basic stock, plus the quick, 
easy access to other builders’ hard- 
ware items provided by a reliable 
nationally-known manufacturer, the 
lumber dealer is prepared not only to 
be a single source of building mate- 
rials supply for builders and contrac- 
tors, but also to assist local architects, 
engineers and interior designers with 
their builders’ hardware specifications 
when buildings are in the planning 
stage. 


Bigger sales. To derive maximum 
profit from his builders’ hardware de- 
partment, the lumber dealer should 
try to learn about buildings in the 
planning stage, even prior to the time 
that an architect and contractor are 
called in. 

The local newspaper is a good 
source for job leads. Additional in- 
formation can be secured from the 
dealers’ local banks and by keeping 
in close touch with school and hos- 
pital boards and with local business 
and fraternal organizations such as 
the Chamber of Commerce, regional 
lumber dealer association, service 
clubs, etc. 

A manufacturer will be of tremen- 
dous assistance to the lumber dealer 
who enters the builders’ hardware 
business or to one who wishes to ex- 
pand an existing small builders’ hard- 
ware department. A dealer can secure 
help in surveying his market potential 
and setting up his department to serve 
his particular area. In addition, hard- 
ware suppliers will provide effective 
merchandising aids and promotional 
helps. 

Free professional training. Another 
area in which the manufacturer can 
be of assistance to the building ma- 


(continued on page 61) 
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ik THIS FACT-PACKED BOOK GIVES ANSWERS 
TO A THOUSAND AND ONE PAINTING QUESTIONS 


















. PAINTING 


& Alkyd resin and zinc yellow are only two of the 
more than 300 definitions of painting terms in ” BOINTERS 
Pol-mer-ik Painting Pointers. This practical, money- 
making book is packed with useful information that a pod preteen CONTRACTORS 
will help you sell. It contains dozens of tables and a 
estimating shortcuts to save your time. It answers 
your questions about the use of colors: the effect of 
light on different colors, recommended colors for reap on pte 
i various exposures, the light reflecting factors of ing and Mest 
colors, how to mix colors. There are practical tips 
on how to paint or finish various types of surfaces. 
Like the Positive Selling Program for Painting .° 


€ to the Paint Industry 
idland Co. and the Paint 
Contractors of America 


ne Contractors, Pol-mer-ik Painting Pointers was pre- = rae 
pared with the cooperation of the Painting and , wa ret °. 
| Decorating Contractors of America and other paint- . % 
° . . e <s 
, ing experts. You’ll find it useful on the job... . ol ne-be ° 
1 - e . ° . e 
small enough to slip into your pocket, big enough . LINSEED OIL USERS + 
. a 
to answer almost every question. Send for your D4 . 
d . Paint pointers has been prepared . 
copy to ay. ° especially for contractors and dealers 4 
Painting Pointers is offered by Pol-mer-ik, the . who are Pol-mer-ik Linseed Oil “4 ° 
= » . . . tomers. You can have a copy by mail- ° 
linseed oil made like fine paint . . . and used by more ° ing uo @ cap fom any Pebmendh enn : 
painting contractors than any other brand. ° or the word "Archer" from a shipping : 
° carton. If you don't sell or use Pol-mer- ~ 
* ik, send 25 cents and the coupon for + 
" . your copy of Paint Pointers. Re 
aa 
WAP THE TOP ., ° 
. e ° 
e* e@ ce. e* 
. . e . 












farcher- 
Daniels: 700 Investors Building 

’ Minneapolis, Minn. 
Miidiand 









Please send me a copy of PAINT 
POINTERS. | am enclosing a cap from a 
Pol-mer-ik can or the word Archer 
from a Pol-mer-ik carton. 








[] Please send me a copy of PAINT 
POINTERS. | am enclosing 25 cents. 










Name 





Address_— 













City. 
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Important reading for 
plastic pipe 


What does this mean to you? It means that 
when you choose our pipe you can be sure 
of quality —quality that is job-tested by 
waterworks engineers who know their 
business. Read the few facts below about 
Supplex Flexible Polyethylene Plastic 
Pipe—and let us hear from you. 





* * * * * * * * * * 


WHO makes it? Supplex pipe combines the 
experience and integrity of two of the industry’s 
greatest names: American Hard Rubber Company, 
founded in 1852, is noted for plastic piping made to 
the strictest requirements of precision industries — 
and the Supplex Company division adds advanced 
techniques in production and quality control. 


WHAT about use for drinking water? 
Supplex Plastic Pipe bearing the NSF Seal is certi- 
fied safe for drinking water by National San- 
itation Foundation, Ann Arbor, Michigan. 


® 


users 


(or you who could be using it) 


WHERE do I use it? For wells and farm water 
systems. For construction job water lines, industrial 
piping, mine drainage systems. For lawn and golf 
course sprinklers...recirculating water lines in 
air-conditioning. 


HOW does it come? Six diameters — each in 
two different lengths. Uniquely packaged to prevent 
damage in transit. And remember: American Hard 
Rubber Company also makes 8 other types of 


plastic pipe! 


WHICH fittings and clamps? Complete line 
— made of high-impact virgin polystyrene. NSF 
approved. All stainless steel clamps. Screwdriver and 
jackknife are the only tools you need. 


WHEN don’t I use it? We do not recommend 
Supplex Plastic Pipe for use with temperatures 
higher than 125° F. nor jet wells deeper than 125 ft. 
Make American Hard Rubber your one source of 
supply for all types of plastic pipe — the right pipe 
for the job. 


Ace & Supplex Plastic Pipe 


Products of American Hard Rubber Company and Supplex Company 
Divisions of Amerace Corp., 335 Broadway, New York 13, N. Y. 
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REMOVABLE PANELS on both sides of 
this display make it easier for customers 
to select hardware at the West New York 
i (N.J.) Lumber & Supply Co. 










BUILDERS HARDWARE 


(begins on page 56) 





terials dealer is that of technical train- 
ing. Our firm, for examp!e, maintains 
a staff of qualified architectural hard- 
ware consultants to help train the lum- 
ber dealer and his staff in writing spe- 
cifications for builders’ hardware and 
to provide other technical assistance 
on complex hardware installations. 

This training is available either at 
the lumber dealer’s yard, or by an 
intensive correspondence course that 
will give the dealer’s employes a thor- 
ough, basic knowledge of the builders’ 
hardware field. 

Graduates of the correspondence 
course may also qualify for a one- 
month intensive resident course at the 
Yale Lock and Hardware Division's 
Central Office, White Plains, N.Y. 

Immediate profits. The many-sided 
assistance that a _nationally-known 
manufacturer can give him, makes it 
now possible for a lumber dealer to 
begin to profit immediately from his 
establishment or modernized expan- 
sion of a builders’ hardware depart- 
ment. Such a department has the fur- 
ther advantage of improving the lum- 
: ber dealer’s overall competitive posi- 
; tion. 
For example, John Entz, Phoenix, 
Ariz., lumber dealer, who handles a 

complete line of builders’ hardware 

’ says: 

} “The lumber dealer who does not 
supply builders’ hardware to his cus- 
tomers is constantly vulnerable in his 
competitive position. If we sell a cus- 
tomer lumber and he goes to a com- 
petitor for his builders’ hardware, we 
are giving that competitor an oppor- 
tunity to sell the lumber as well as 
¢ the hardware.” 






September 15, 1958, AMERICAN LUMBERMAN 












' Sensenich Counter Tops are built by 


... add extra profits 
to your business! 


the same skilled hands that make 
Sensenich Airplane Propellers, used on 
private planes throughout the world. 


134” thick, 12” to 96” 


long, 25” wide price lists. 


@ made of kiln dried north- That’s why you'll take justifiable pride 
ern hard maple in installing and selling Sensenich lam- 
@ electronically glued inated wood Counter Tops . 
= — —— Sensenich Chopping Blocks and Pastry 
panei: idl ne wih Boards—made to the same high quality 
out backsplash standards. Available from stock. 
@ stocked in standard sizes: 


Write today for complete information and 
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A —— 
Special Offer 


The Ambassa-dor Co. — Specialists in the manufacture 
of top quality hardware and track for overhead doors — 
offers a complete line of deluxe hardware and acces- 
sories at attractively low prices. 

Galvanized "'SLANT-RITE" track construction provides 
a tight seal when door is closed yet eliminates ‘'rub- 
bing" in operation. Requires only 9'' Headroom. 

Rollers are heavy gauge, double tire, steel ball bear- 
ing, grease pre-packed and lifetime lubricated. Guaran- 
teed for five years. 

Oil tempered helically wound steel extension springs 
calibrated to your door weight requirements. 

Sheaves: galvanized with greased packed ball-bearings 
for longer life. 

Catle: aircraft, galvanized (10 to 1 safety factor). 

Hinges: Sturdy 8'', 12 gauge hollow pin rivet hinges, 
galvanized ond graduated for easy operation. 

Corner bracket: heavy steel crow-foot type, designed 
to tie in bottom rail and end stiles and strengthen 
against joint separation — remove strain from bolts. 

Hardware packed in individual plain cartons to re- 
ceive your label or identification. Your own instruction 
sheet can be included in cartons or a “neutral” sheet if 
desired. 

Special applications available for low headroom, tor- 
sion spring, commercial, industrial or service station in- 
stallations. Write for information regarding electric or 
radio controlled operators and other accessories, 

_For complete information and prices, indicate quanti- 
ties you can use . . . include with your inquiry an order 
to ship you a sample set. . . full refund if returned. 


AMBASSA-DOR CO. 


MANUFACTURERS OF OVERHEAD DOOR HARDWARE 
— FOR OVER 17 YEARS 





P. 0. Box 598, Malvern, Penna., Telephone: Malvern 4659 
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“PARTY DATE RECORD 


Set your sales to music! Capture your share of the Teachers have our step-by-step plan for helping 
students with home decorating. They have our sound- 
Our new “Party Date” record is a natural for lining up slide film to tell the story to students. Our national 
sales in the big “Date to Decorate” program. Four all- advertising goes to teachers and students. We've sent 
time greats in dance music have recorded their out thousands of requested tie-in promotion kits to 
smoothest numbers for you to offer your teen-age cus- dealers. Now, the “Party Date” records, complete with 
tomers. Capitalize on the “Date to Decorate” program colorful jackets and counter card, are ready to help 
now in full swing across the country. you make the promotion pay off. Here are the details: 


growing teen-age market for latex paints. 
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ADD EXCITING SALES TEMPO 
TO YOUR “DATE TO DECORATE” 
PROGRAM 


Make your store headquarters for the rock-’n-roll, 
brush-and-bucket set with this 4-star special recording 


1 


Build A Dream On”. Sweet music to paint by! 
Twenty records for only $5.75, plus a big free 
kit of display materials and direct mail flyers. Send 
in the coupon below with your check to Record 
Promotion, Box 31, THE DOW CHEMICAL COMPANY, 


Order your supply of “Party Date” records now. 
Four great stars on this Columbia release, 7%” 
45-rpm record. Les Elgart plays his famous “Night 
Train” . . . Paul Weston presents “Nice Work If 
You Can Get It” . . . Harry James does “Palladium 


Party” . . . and Jimmy Dorsey does “A Kiss To Midland, Michigan. 


HERE’S ALL YOU DO: 


MAKE THE MOST OF THE 
FEATURE THE “PARTY DEMAND FOR RECORDS 


a local high schools. DATE" RECORDS Offer it with or without 
er your assistance in their : a Slight charge. 
be po nd counter card in your store. 

Date to Decorate’’ program. . Sb agers chy ‘‘Party Date’’ records are sure to 
T And play up the ease of painting 

ell them about with latex paints attract adult customers, too. 
your record offer. : 


CONTACT HOME ECO- 
NOMICS TEACHERS 


Record Promotion, Box 31, The Dow Chemical Company, Midland, Michigan 


Please rush 20 “‘Party Date”’ records (big display kit and direct mail flyers included). Check enclosed, $5.75 


NAME 
| STORE NAME 
_ADDRESS 

CITY, 


YOU CAN DEPEND ON 
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BLOCK-LONG MERCHANDISING CENTER occupied by Elgin Lumber & Supply Co. 
ranges from Economy Corner at one end to new Kitchen Merchandising Center at 
other end. In between is the new, main store and heated warehouse for flooring, 


millwork and trim. 


Hardware Sales Spark 
New Store Layout 


Merchandising layout below shows first floor area of 
Elgin (Ill.) Lumber and Supply Co., integrating extensive 
hardware department with building materials and home 
planning displays. The Builders Department Store has 3,500 
square feet of sales area. 


ESTIMATORS 


Cc SHTED FOR MERCHANDISE CASH REGISTER 


= 
GARDEN TOOLS BUILDER HARDWARE LOWER AREA OF COUNTER L 
- EEE vVXxeee——aaaaaeaEeEE 
CARPENTER 
POWER TOOLS 
PANELING DISPLAY 


~~ 


OF FICE 


RAMP DOW 
sme 

















] 


| APPLIANCES | 


DOOR HOW 
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\PEGBO. HOW. 
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| MATERIALS 
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|HARDWARE 


\ 


+ 


/ 


// 


LAWN @/GARDEN 


/ 


WINDOW |HARDWARE 


ECIALIZED 
PAINTS 


[HOUSEHOLD | 
HARDWARE 


CABINET 
[ CHECKOUT &/ wRap 
WINDOW SAMPLES 


SPECIALS 


[PORT POWER | 
TOOLS 


= SS ae C 
TCOLOR $ 
wane then PAINT COLOR SELECTOR 
PEGBOARD PANEL 


/ ke 


/ 
j 


| PAINT 
{_] MIXER 
Hing 


SUNDRIES> 


DOORS, BUILDING MATERIALS 
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a - 2s | y | BATHROOM ACC 
‘ 
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Ta UES, PAINT 


WINDOW DISPLAY 
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—_— I 
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Making Hardware Profitable 





Hardware experts at Elgin Lumber Co.'s ‘Builders Department Store’ 


(pictured, left) give views on- 


HOW TO BUY 
TRAINED PERSONNEL 
CONSTANT PROMOTION 


When fire destroyed the Elgin Lumber & Supply Co. 
store two years ago, president Harold T. Seigel and vice- 
president J. M. Roth started to look for ideas that would 
make their new store one of the best in the country. 

One of their first moves was to visit American Lum- 
berman’s model store at the 1956 NRLDA exposition in 
Chicago. Seigel jotted down store layout and merchandis- 
ing ideas, many of which have been incorporated in the 
new steel and concrete structure, which is the showplace 
of the firm’s block-long series of buildings including an 
Economy Corner, a Contractor’s Headquarters and a Kitch- 
en Merchandising Center. 

Seigel secured professional advice in laying out and 
fixturing the 3,500 square feet of sales area. Recognizing 
that it takes more than a beautiful store to move merchan- 
dise, Seigel set about to find specialists to man key de- 
partments. 

Hardware with all is related items from paint to power 
tools occupies a major part of the overall display area. 
Lawrence H. Goodkin, who has had 28 years experience 
in hardware on the west coast and the Chicago area, was 
the man picked as merchandising manager with direct 
control over hardware. 

Buy right. “We want to buy as good as anyone in the 
industry,” says Goodkin. “But to buy right, you have to 
know your sources of supply intimately. Since I’ve joined 
Elgin I’ve changed a number of sources of supply to peo- 
ple I’ve known for years and consequently, I’m not afraid 
to demand a rock-bottom price for any special I want 
to promote. 

“I may even say, ‘Give it to me at your cost’, if I want 
to get extra attention and sales.” (One recent ad pushed 
BX cable at 5¢ per foot.) 

“Another thing, I believe in buying only standard brands. 


’ 





Hardware Specialist Speaks 


There is quite a bit of difference between selling 
hardware in a hardware store and selling hardware in 
a retail lumber store, according to L. Roy Baseman, EI- 
gin Lumber hardware specialist, who operated his own 
hardware store for many years. 

“We sell a much more durable line of hardware 
goods here than in my old store,"’ explains Baseman, 
“and the quality is higher. 

“| would say that the average hardware sale is at 
least 50% higher here. | also find we can sell a better 
grade of tool here because we have a large contractor 
business.” 











{ don’t believe in buying foreign items or sub-standard 
goods. They can give you more trouble than they’re 
worth. About 80% of our merchandise is bought direct 
from the factory.” 

Another advantage of a close tie with your supplier, 
says Goodkin, is that you are in a better position to put 
an advertising “bite” on him. 

Purchase orders are made out in triplicate. One goes 
to the vender, one to Elgin’s shipping department and one 
to the firm’s billing department. Before a purchase order 
goes in to a supplier, it is carefully checked to make sure 


(continued on next page) 
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’ 


US SCREWS FASTENERS 


EXTENSIVE LINES of just about every item that the contractor or homeowner wants will be 
found on islands and wall units at Elgin Lumber. A high percentage of the items are dis 
played in plastic-faced packages. Hardware specialists pictured are L. Roy Baseman, 44 
years experience, left, and Ray Withycombe, hardware buyer. 


it’s in line with last year’s order or there’s a reason why. 
Elgin’s selling price is marked on the purchase order going 
to the shipping department so that new merchandise can 
be marked promptly upon arrival. 

Another buying point: Goodkin says that the supplier's 
representative is the “heart of the business,” a vital source 
of information. 

“He gives me the facts on a product,” adds Goodkin. 
“However, I don’t believe in ordering an entire line from 
one supplier. What if he decided he doesn’t want me to- 
morrow?” 

Pricing for profit. Goodkin believes that most lumber 
dealers are not sure of their pricing—their price is too 
high or too low. 

“I check the competition frequently by phone and by 
personal visits,” adds Goodkin. “That includes Sears and 
Ace Hardware. I intend to keep my prices in line with 
Sears. We don’t try and break the price barrier except on 
specials.” 

Merchandising hardware. Visual display and self-service 
are used to keep hardware sales moving. Small items are 
binned and everything is priced. Most of the packaged 
hardware comes from the manufacturer, but a good many 
items are bagged in polyethelene right in the store. 

“What hardware items should a dealer stock?” repeated 
Goodkin. “That depends on the type of customer you’re 
trying to serve. We get a high percentage of homeowner 
traffic, but we are also trying to increase our contract 
hardware sales. We are trying to figure more ways of 


SELF-SERVICE encouraged by pricing and 
pre-packaging. Mrs. Margaret Klima, 
veteran hardware saleslady, at left. 


66 


GLASS CUTTING is one of the custom 
services offered by Elgin, along with 
wire and screen cutters. 


getting women into the store. Our new kitchen department 
and display of fireplace equipment will help, I hope. 

“We also keep seasonal impulse items near the cash 
register and plug certain hardware items over our 30 
weekly radio spots.” 

Whenever possible, Goodkin is a strong believer in sell 
ing quality, but he believes a salesmen can go too far in 
this direction. 

“We also believe in selling what the customer wants to 
buy,” adds the merchandising manager. “First and fore- 
most, I want to keep a customer’s good will. That means 
we often have to sell a customer what he wants to buy, 
even if it’s not the highest quality and offers the best profit 
for us. 

“It’s important to teach salesmen the difference in 
quality and why one item sells for more than another in 
the same line. We never let a salesman use the word 
‘cheap’. An item may be inexpensive, but never cheap.” 

Customer service. Very few people realize it, Goodkin 
adds, but servicing the hardware customer, who frequently 
wants only a 5¢ or 10¢ item, is costly. That is one reason 
why Elgin tries to get their customers in and out promptly 
without seeming to rush them. 

“We try to adapt our service to the customer,” says 
Goodkin. “We encourage browsing, but we try to get the 
contractor’s man in and out in a hurry. We know that the 
faster we can fill the contractor man’s order, the better 
he’ll like us, especially when this man is getting $4.50 an 

(continued on page 68) 


BASEMENT STORAGE, where high-qual- 
ity hardware is protected by even tem- 
perature. Bill Reimer checks inventory. 
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greatest SHOPPER-STOPPER 
l ever saw! 


wind TE F{QORING 


HAL IUU 


DECORATING IDEA CENTER PROMOTION 


stops ‘em! shows ’em! sells ’em! 


When you place this exciting, colorful Decorating Idea Book on the 
counter it stops and sells customer after customer! And this dramatic 
selling aid is just part of the Matico Decorating Idea Center promotion 
— the biggest, most successful in-your-store promotion you ever tied up 
with. Matico’s backing you up with powerful advertising in leading 
national magazines and Sunday newspaper supplements. Cash in on the 
BIG selling idea for 1958 . . . mail coupon for details now! 


MASTIC TILE CORPORATION OF AMERICA 
Houston, Tex. * Joliet, Ill. * Long Beach, Calif. » Newburgh, N. Y. 
Rubber Tile « Vinyl Tile ¢ Asphalt Tile * Vinyl-Asbestos Tile © Plastic Wall Tile. ~ 4 
TERE ERR RR RRR RRR RARER RLS LLL LLL ELL LLL REE ERR EERE EER RRP RPP PTT TTT SSEeeeeeenenaneaacea 
Mastic Tile Corp. of America, Dept. 3-9, P. O. Box 128, Vails Gate, N. Y. = 
Rush full details on Matico’s Decorating Idea Center promotion — the big selling idea for 1958 
Name ‘ ‘ Address... City Zone State 
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‘Now's the time to sell AP Be. 


CAULKING -GLAZING-SEALING PRODUCTS 


Now—because DAP offers dealers a full-profit 
line of quality caulking, glazing and sealing 
compounds that sells for every home use... in 
bright packages and new self-serve display car- 
tons that help you sell more than ever before. 
Now—because DAP boosts dealer sales with 
standout advertisements all year long in leading 
national magazines*—advertisements seen again 


and again by more than 40 million people. 
Now—because DAP delivers eye-catching dis- 
plays and handout folders for dealer store tie-in 
...to remind pre-sold prospects you sell the 
DAP products they know they need. 

Now’s the time to sell DAP—and all you have 
to do is call your DAP wholesaler. Write us if 
you need his name. 


% Advertised the year round in The Saturday Evening Post, 
Popular Mechanics, Household, Sunset, Progressive Farmer, 
Family Handyman and other magazines. 


DAP E-L-A-S-T-I-C 
GLAZING COMPOUNDS 


Special DAP formula makes these 
compounds spread easily —form a 
lasting and elastic seal — adhere 

to wood or metal. Stock DAP “33”, 
and there’s no need to carry 
several types of glazing material. 
Stock DAP “1012”, and you have 

a compound that matches the color of 
aluminum sash and doesn’t require 
painting. Stock both — with the full 
DAP line — and watch profits grow. 





Factories in: Dayton, Ohio «* Alexandria, Virginia * Chicago, Illinois * Decatur, Georgia 
Dallas, Texas * Richmond, California * Xenia, Ohio * Melrose, Massachusetts 
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CRIB COURTESY OF LULLABYE 


ea 7 


A pocket full of profit... 
NEW! HAReVEY Pocket Door Frame Pak Fits All Door Sizes 


Just what the builder wants... Har-Vey’s Handi-Frame Har-Vey Handi-Frame cuts your inventory, handling 
is fashioned to satisfy the most discriminating buyer. and sales cost...it comes complete, including tele- 
Besides fast, easy one-man installation your customer is scoping header and track assembly, door pulls and 
assured of perfect door control for a lifetime because rigid split jambs and studs in one easy to handle Handi- 
famous Har-Vey Sliding Door Hardware is a part of Pak. One Handi-Frame fits all sizes of doors from 2 to 
every Har-Vey Handi-Frame. Remember Har-Vey lets 3 feet wide and 6 to 6 feet 8 inches high. Har-Vey 
people feel the difference in a quality home. helps you build better, more satisfied customers. 


your customers want fast ONE-MAN installations like this... . 


CUT TELESCOPING NAIL HEADER TO JAMB CUT NAILING STRIPS ERECT SPLIT JAMBS ATTACH HARDWARE 
HEADER TO SIZE AND STUDS AND HANG DOOR 


aes 


te 
age 


F 





roo 


write for Bulletin H-16 World's largest 
manufacturer of 


AMERICAN SCREEN PRODUCTS COMPANY window screens 


General Offices: 61 E. NORTH AVENUE 
NORTH LAKE, ILLINOIS HOMESHIELD® 


SCREENS 
©1958 by American Screen Products Company 
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an invitation 


to visit us and see these and other leading hardware, building 
supply and sporting goods products at our booth No. 34 





MECHANIX 


ILLUSTRATED 
vt gow YO BO WAEARIwe 








my NEW CARS! 
set, 





—Sept. 29-Oet. 3 


MECHANIX ILLUSTRATED 


A Fawcett Publication 
67 West 44th Street, New York 36, N. Y. 
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ARROW METAL PRODUCTS 
BILCO CELLAR DOORS 
BLACK & DECKER TOOLS 
BOSTITCH STAPLERS 
BROWN SPEEDY SPRAYER 
BURGESS BATTERIES 

BVI PAINT SPRAYERS 
CHANNELLOCK PLIERS 
COLUMBIAN VISES 
DELTA POWERLITE 
DELTA POWER TOOLS 
DEVCON PLASTIC STEEL 
DeWALT POWER TOOLS 
DIC-A-DOO BRUSH BATH 
DISSTON TOOLS 
DOUGLAS FIR PLYWOOD 
E.J. DuPONT 

EVANS RULES 

EVINRUDE OUTBOARDS 
GREENLEE TOOLS 
HANDY-HORSE 

HUOT TOOL CHESTS 
JOHNSON'’S WAXES 
KLEAN STRIP 

LIQUID WRENCH 

LYMAN GUNSIGHT 
MAGNA-HEAD HAMMER 


~MAGNA-SHOPSMITH 


MARLIN ARMS 

MERCURY OUTBOARDS 
MILLERS FALLS TOOLS 
MOLLY SCREW ANCHORS 
PERMACEL LePAGE’S GLUE 
PORTER-CABLE TOOLS 
PROTO TOOLS 

RED DEVIL TOOLS 
REMINGTON MALL TOOLS 
ROGERS GLUE 

RUSCOE SLIP-ON HAMMERHEAD 
SAKRETE 

SHAKESPEARE FISHING GEAR 
SHERWIN-WILLIAMS CO. 
SIMONIZ WAXES 
SOUTHERN SCREW CO. 
STURM RUGER PISTOLS 
TURNER TORCHES 

U. S$. PLYWOOD 
VERSAMATIC 

WELLER ELECTRIC TOOLS 
WEN PRODUCTS 
ZONOLITE 
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HOW TO BUY (begins on page 64) 





hour. The contractor is paying for every minute his man 
spends in our store. 

“We give especially fast service on any item out of stock. 
We'll sometimes lose something on such a sale, but we 
know that an item out of stock, unless the order is promptly 
filled, can leave a bad taste in the customer’s mouth.” 

Prompt service for every customer is Elgin’s aim. Sales- 
men work on a salary, but a year-end bonus takes into 
consideration value to the company, length of service and 
other factors. 

“I try and direct the customer to the best qualified 
salesman,” says Goodkin. 

Contract hardware sales will be pushed even harder by 
an outside hardware man, who will back up calls made 
by three outside lumber salesmen. One recent school job 
resulted in a sale of 1,700 combination locksets. School 
contacts are maintained every other week. 

The value of customer service, regardless of the cost, is 
reflected in the company’s sales the year following their 
disastrous fire. With an 80% loss in consumer business 
caused by the fire, Elgin pushed their salesmen and had 
the biggest volume year in history! 

“Our profit dropped because we had an inefficient op- 
eration,” explains Seigel, “but we kept plenty of help on 
to give people service.” 

Trained salesmen. In the new store layout, every man on 
the main floor sells. All accounting and strictly office em- 
ployes have been moved to the mezzanine floor, where a 
ladies lounge and conference room is also located. 

The four key people in the hardware department have 
92 years of combined experience in this field. L. Roy 
Baseman, who operated his own hardware store for 44 
years, is dean of the hardware specialists. Ray Withy- 
combe is the hardware buyer. Mrs. Margaret Klima, who 
worked in a hardware store in Chicago for 10 years, sells 
and has charge of salesroom housekeeping. 

Inventory storage. Backup inventory for most small 
hardware items is found just off the main sales floor. 
Pricing is done here and wire, screen and glass cutting 
equipment is available here. 

Quality lock sets are kept in a basement storage room 
at even temperature to protect the finish and eliminate 
danger from pilferage. 

Advertising program. Besides direct mail to special ac- 
counts, Elgin Lumber buys substantial newspaper display 
space. It uses both institutional and merchandising copy. 
Most products are priced in the merchandising copy. 

About 30 weekly radio spots are being used. The effec- 
tiveness of this media will be tested by offering prizes to 
listeners. A free house key to newcomers in town is being 
offered as one way to introduce new customers to the 
store. 


TOOLS FOR EVERY NEED are 
displayed within easy reach. 
Here you see a special wall 
display of power tools for the 
builder, garden tools for the 
homeowner and general pow- 
er tools and hand tools for 
both customer categories. 





SOME HARDWARE ITEMS are 
RADIO SPOTS are used to he!p pull floor 
traffic. Price is frequently mentioned in bags at the store. 
these radio promotions. 


packaged in see-through plastic SEPARATE CHECKOUT REGISTER used in 


the Economy Corner on Saturdays and 
during rush periods to expedite customer 
service. 
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CHECKOUT COUNTER, one of two which flank the entrance of 98¢ TABLE is loaded with tools and other items at ‘‘tremen- 

the store. Rancho Lumber’s hardware operations are self- dous savings’’. Store manager J. C. Huston looks over a saw 

service, as far as possible. from the traffic-building display which is haven of bargain 
hunters and curious shoppers. 


Eight-Month-Old Hardware Dept. 


Brings in Third of Yard Volume 


Self-service, visual packages, special price 
‘‘deals'’, big newspaper space are paying off in 
hardware sales for California firm. 


Eight months after establishing a full-fledged hardware 
department this year, hardware was credited with one- 
third of the total volume done by Rancho Lumber Co., 
Santa Barbara, Calif. 

The main reason for more emphasis on hardware is 
summarized in one word—profit—by manager J. C. 
Huston. One of the first moves, according to Albert Er- 
win, who heads a staff of six people in this department, 
was to establish a promotional program that would build 
store traffic and volume in the department. 

Here are some of the things Rancho has done to achieve 
this goal: 

1. Supermarket advertising. Rancho regularly takes a 
three-quarter page ad every Thursday to build up weekend 
business. At least half of this space is devoted to the hard- 
ware department. This space is supplemented by full-page 
ads in one or two neighborhood newspapers. Rancho takes 
smaller ads to stimulate business earlier in the week. 

2. Promotional items. Erwin, who has a background in 
the retail hardware business, buys promotional items that 
he can feature in the firm’s newspaper advertising. These 
specials bring customers into the store for regular pur- 

MASS DISPLAY technique is employed for paint department, chases of hardware, paint, plumbing, hand and power 
giving ‘warehouse look"’ with prominent price signs. Attractive tools and other merchandise. , 
perforated-board fixtures also used. 3. Self-service. “Serve yourself and save” is the legend 
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SePeVigaa@ Hardware 





REMODELED FRONT of old 
warehouse, which has been 
converted to a 5,000 square- 
foot hardware department by 
Rancho Lumber & Building Ma- 
terials Co., Santa Barbara, 
Calif. 


A nb ht at hl: SNE DRG ERO A ns at 


New! colorful jewelry 
for your kitchen cabinets 








Ee 

Ea isle se Yes, it’s another first for Stanley Hardware—ceramic pulls in three 
PARKING AREA SIGNS are intended to House and Garden pastels. As one leading kitchen consultant re- 
expose customers to self-service lumber- marked, they'll “lend distinction to the whole kitchen.” 
yard as well as the hardware store. Stanley’s ceramics bring a new dimension to kitchen decor—a 
rich, elegant texture and colorful appearance unobtainable with any 
other material. Designed by women for women, these new pulls are 
truly jewels in every sense of the word. 

They are easy to grasp and also to clean. You can offer them in 
at “The Builder's Dept. Store” two sizes—1%” and 15%”—on brushed silver or brushed bronze 


Gull RANCHO | bases—12 possible combinations in all! 
oil LUMBER COMPANY | 
erway eto Copper-Mode—another new contem- 
20 GAL.-HEAVY GAUGE| S'ANT=20 Gatton |S © GUTIERREZ ST. porary style in Stanley cabinet hard- 
gil GALVANIZED ALL STEEL CEILING ware. Chosen from 40 styles in a poll 

GARBAGE} py AMPERS TILE of more than 4,000 builders and wives. 


CANS 
4 eins ue Four-color literature is now available 
dest 











* ommccen | BULLET so you can see these new styles in all 
- their splendor! Ask your wholesaler or 

score COOLERS LIGHTS ates ee write Stanley Hardware, Division of 

onan a 2 4g s 9? a3? The Stanley Works, 129 Lake St., New 

sa 2,99 Te | Sve le / VN Britain, Connecticut. 

SHOPMATE QUALITY POWER TOOLS| pirrssurcH LaTex 


rower SWE | tower| PAINT | = >=; 
|| Saw SS | "Oat | 5 caso YS AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 
of 


So a sac | Bae 199-2 AS \ STAN LEY 


WEEKEND SPECIALS are promoted reg- 
ularly in full-page newspaper space. This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric 


Neighborhood papers are used as well | tools + builders, industrial and drapery hardware + door controls + aluminum windows + stampings + springs 
as Santa Barbara News-Press. + coatings « strip steel - steel strapping—made in 24 plants in the United States, Canada, England and Germany. 
Circle No. 41 on Coupon, page 104 
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HARDWARE DEPARTMENT 


(begins on page 72) 





found on many of the store signs. The store has two check- 
out stations. A combination typist-cashier is stationed at 
one stand and a member of the hardware staff at the 
other when necessary. Both checkout stands flank the 
entrance. A self-service lumber department was opened at 
the same time as the expanded hardware department. 


4. Packaging. Rancho stocks as many hardware items 
as possible that are packaged “skin-pack” or in poly bags, 
all a part of their policy to get their products in sight of 
the consumer and encourage fast, easy self-service shop- 
ping. Every item is priced. 


5. Mass displays. Rancho uses mass displays of paint, 
power tools, hardboard and other items, each product 
identified and priced with large signs. 


6. 98¢ table. This table holds all types of items of a 
small nature, all selling for 98¢. Women as well as men 
like to shop this table. 


To determine how their new hardware department and 
other departments are doing saleswise, Rancho has started 
to departmentalize their sales, heretofore lumped into one 
bracket. 

In order to make room for their expanded hardware 
department, Rancho remodeled a section of their ware- 
house and installed windows on the street side, giving the 
hardware section approximately 5,000 square feet. 

Coincidental with the expansion of their hardware de- 
partment, Rancho is revitalizing its remodeling department. 


ware section including saws, drills, sanders. Albert Erwin, 
hardware manager, sells a tool, above. 





TOOLS SELL 


THEMSELVES 


“Heads-up” display 
encourages customers 
to see, handle, feel, 
and BUY 


Stimulates self-service 


38 popular tools 
in 22" x 28" space 


Wide variety for 
customer appeal 


Easy-to-mount 
**Peg-Board” racks 


DAMASCUS STEEL PRODUCTS CORP., Rockford, Ill. 


Display Assortments No. 7777 
) Send me detailed information on Dasco displays 


DISPLAY ASST. NO. 7777 Send me 
Retail ( 


My Wholesaler's Name 


TES 
e TABLE LEG 


Especially 
for 
TABLE 


TENNIS 


BUILDS ANY 

SIZE TABLE! 
STURDY, STRONG ... 
EASY TO ASSEMBLE! 


Here is the answer for those 
“ping-pong” tables that break 
up after a few weeks’ use . 
they grip a 2x4 frame to pro- 
vide proper top support. And 
they cost no more than old- 
style legs! Dealer furnishes 
lumber. Ask your wholesaler, 
or write: 


DASCO ‘ 
“TARGETHEAD™ | 
TOOLS 


. +» Safer and 
easier to use 





Name 





Address 


MFG. & SALES 





City 


COMPANY 
Chadwick, Iilinois 


eye 
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WOMLES ALAYO ONE COAT FLAT Wait om 
GOLD 653 


Look at Lowe Brothers! Brand new packages! No other labels look so good... 
display so well... sell so hard. National advertising! Seen by millions, and you get displays 
and merchandising aids for strong local tie-in. New products, color systems... we just can’t 
list all Lowe benefits here. Get full facts from your Lowe Brothers distributor or write THE 


Lowe BrotHers CoMPANY, Dayton 2, Ohio 


LOWE BROTHERS 


NATIONAL DISPLAY MERCHANDISING STORE PAINTS 
ADVERTISING MATERIALS IDENTIFICATION 
oo) 
Tt 8 4 
4 \ tae ~ 


} 


September 15, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 43 on Coupon, page 104 











G. W. Truitt and R. J. White help customer select panel material. 


“Again and again new customers say: 
‘We found you through the Yellow Pages’”’ 


say G. W. TRUITT and R. J. WHITE 
partners in TRUITT & WHITE LUMBER CO., Oakland, Calif. 


“Ever since we started our business in 1946, we’ve advertised in the Yellow 
Pages. And it’s always paid off! How do we know? Again and again, we 


hear these words: ‘We got your name in the Yellow Pages.’ ” 





The best way to get more business 


is to let prospects know who you LUMBER 

are and what you sell. Local home & MATERIALS FOR BUILDING 
FOR WOME INOUSTRIAL USES CONTRACTORS STOCK 

owners and contractors who need + rt + nrwoos we» GRAPE stacts 
om . * Wal 8OanD 

© BOWOOD —" 


what you sell consult the Yellow smomsmes ° sai 690 
wumoee OPEN SATURDAYS ‘Thi NOON 


>. at’ , , 
Pages. That’s where you should Gud SONS Wee & fan) WHER 
advertise! Call your local telephone 


business office for information. 


THIS 1%4-PAGE AD, shown reduced, plus 
listings under other Yellow Pages 
classifications, sells Oakland, Calif., 
on Truitt & White Lumber. Let the 
Yellow Pages sell your area on you! 





“SERVING THE EWTIRE BAY ARTA 











Sells Garages 
With Scale Model 

A good number of garage sales 
are made each year at Swan & Bahn- 
sen Lumber Co., Moline, Ill., as a re- 
sult of showing customers the half- 
inch scale model of the firm’s basic 
garage package. All the construction 
details are clearly seen. A 14’ x 20’ 
garage, complete with two windows, 
service door and upward-acting door 
is offered for $14.08 per month. The 
package includes all materials and de- 
tailed blueprints. 


\~ _ 
MERNER 


* HARDWARE 
*POWER TOOLS 


Sign Attracts Attention 

PALO ALTO, CALIF.—Motorists 
driving by Merner Lumber Co. are 
stopped by an attractive advertising 
sign—a circular saw blade (actually 
wood), which turns slowly and ap- 
pears to be cutting a log. The six- 
colored blade turns slowly enough so 
that each color can be seen. At night, 
spotlights shine on the sign. 


Sweet-Smelling Account 

The perfumed mailing card sent out 
to prospective depositors recently by 
a Chicago area savings and loan as- 
sociation really got results in one 
case: one recipient was so pleased 
with the different nature of the mail- 
ing that he went right over and 
opened an account with a $5,000 de- 
posit. 
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BUILDERS SHOP SELF-SERVICE. Pipe nip- 
ples, pipe and threading equipment all 
serve to pull contractor business. 


ty 


— 


MARITIME NEEDS and heavy construc- 
tion demands are met by stocking odd 


and king-size items, which draw con- 
tractors from as far as 30 miles distant. 


BOLTS ARE STOCKED for easy inventorying. Display indicates 
variety of screws in all sizes and finishes. Behind 5” square 
head bolts are 5” carriage bolts. Note vast assortment of 
screw eyes and hooks. 


Everything in screws and bolts at suburban yard is.... 


Contractors Delight 


handle quality items,” he says. “Cus- 
tomers may not be aware that some 
bolts are made with narrow bodies, 


“Nothing irks a builder more than 
having to go downtown to shop for 
a screw or bolt he happens to need 
and which we don’t happen to stock,” 
says Kit Carson of Sarasota (Fla.) 
Building Supply Co. 

That’s the main reason Carson 
stocks a variety of screws and bolts 
unequalled in this Florida west coast 
area. 

“If we have two or more calls for 
an outsize or odd finish in these items, 
we'll stock it.” said Carson. “These 
items serve as our leaders because 
builders working in outlying areas 
know they don’t have to make a 
lengthy trek through down-town con- 
gestion. The investment required is 
small compared to the returns in cus- 
tomer appreciation.” 

To suit the needs of the home- 
builder as well as those of the boating 
enthusiast, Carson carries round and 
flathead wood screws in brass and 
steel, up to 6-inch, and in hard-to-get 
lengths like 3% -inch. 

The same variety of stock is evi- 
dent in panhead screws and sheet met- 


al screws, which are eagerly sought 
by the area’s jalousie makers. Carson 
cites instances in which builders 
opened accounts with the store when 
they came and found a screw or bolt 
they desperately need at the moment. 

Carson finds his infinite variety of 
screws and bolts low-cost, but most 
productive advertising, since the word 
soon spreads in this section’s construc- 
tion and maritime circles that “he’s 
got just what you want in that line.” 

Beats competition. The Florida deal- 
er meets chain-store competition by 
carrying stocks of bolts and screws 
not ordinarily called for. Builders and 
road crews come from miles around 
to shop for these because they know 
the store carries them. There are some 
bolts which Carson may only sell one 
a year, but they bring in a contractor 
customer from 30 miles away. 

In marketing bolts, Carson draws 
upon some of his customers’ experi- 
ences in buying them cheaper from 
other sources. 

“We get a good price because we 
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whereas ours are not tapered, but 
stronger for their full length.” 

Carson challenges the customer to 
bring in some of those tapered chain 
store bolts and weigh them on his 
scale. Then he tosses an equal number 
of the same size bolts on the scale. 
The effect is a startling eye-opener. 

“On a poundage basis, our bolts 
are even cheaper than those market- 
ed by the chains and educate the cus- 
tomer who wants good bolts. 

“When they come shopping for sim- 
ilar competitive merchandise, all | 
need do is recall the bolt-weighing 
experiment to them and remind them, 
‘you don’t get something for nothing.’ 

“That’s an old saw that still cuts, 
especially in the building supply busi- 
ness!” 

The Sarasota dealer also takes ad- 
vantage of the builder traffic with 
expansive displays of power and hand 
tools and other hardware. 


7 
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Texas dealer promotes 





Package Deal to Builders 


This is how one dealer beats hardware competition: 
1. Sends qualified hardware salesman to builders’ jobs early. 
2. Saves builders’ time, makes selection easier with portable 
hardware kit. 
3. Ties hardware with lumber, paint and related sales. 
4. Weekly employe sales meetings pointed to hardware. 


“Sure, getting the builders’ hardware 
order looks easy—just include it in 
the bill of material take-off. But 
you’ve got one enormous strike against 
you.” 

Arthur Masters, president of Con- 
tractors’ Supply & Lumber Company 
in Houston, smiled grimly. 

“You're only bucking one of the 
lumber industry’s oldest traditions— 
builders’ hardware always comes last! 
And any dealer who promotes a pack- 
age deal, as we do, may find himself 
in the middle of a one-yard revolt.” 

Contractors’ believes strongly in 
hardware. But as the firm’s name im- 
plies, it is primarily concerned with 





PORTABLE HARDWARE SALES KIT takes 
the product to the customer. The 30- 
pound sales kit has been such an effec- 


tive sales tool that several other 


are being made up. 


78 


builders’ trade and not with the con- 
sumer business. 

“We have no quarrel with dealers 
who feel otherwise’, says Masters. 
“They know their trade just as we do. 
And we do carry a small assortment 
of hardware for retail customers— 
hand and power tools, painting sup- 
plies and the like. But we’re never so 
competition-conscious that we won't 
direct people elsewhere for the pots- 
and-pan merchandise we don’t stock.” 

Concisely, the firm believes that 
hardware has a very definite place in 
the industry but that lumber should 
sell hardware, not the reverse. The 
merchandising line is drawn whenever 


kits 


there is any deviation from hardware 
as related to the sale of lumber prod- 
ucts. 

“We don’t mind talking about our 
somewhat radical plans,” remarked 
the president, “because we think they 
directly reflect the role of this mer- 
chandise in our industry. If some of 
us don’t put up a fight, hardware will 
be completely taken out of our hands 
by specialty competitors. Our answer 
is the package deal—the same sales 
formula that has been successful in 
every business from carpeting to 
clothing.” 

Beating competition. If builders’ 
hardware is ever to conform with this 








ROTARY COUNTER DISPLAY is another sales tool used by Cal- 
vert Moody, Contractors’ hardware specialist, to sell customers 
inside the store. 
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WORKING MODELS are essential to close 
many jobs, says Contractors’ president 
Masters. Catalog pictures and description 
won't do the job. 


popular pattern, a dealer must be able 


to offer more than competitive prices, 
Masters believes. The builder must 
also be educated to the advantages of 
the service, speed and convenience 
gained by “putting all his eggs in one 
basket”. 

Education at the other end of the 
line has also been a big stumbling 
block in the firm’s plans. Even though 
outside salesman are paid three times 
as much commission on hardware as 
on other building materials, they are 
still reluctant to sell. 

Contractors’ is chopping this obsta- 
cle down to size with special instruc- 
tion. Weekly sales meetings are held 
and this merchandise is a chief topic 
for discussion. Manufacturers’ repre- 
sentatives are invited to display and 
discuss their products. Early in the 
program, two pitfalls were uncovered 
—each an outgrowth of the other. The 
salesmen felt they could not compete 
technically with the specialty hardware 
men. At the bottom of this problem 
was the other—they couldn’t sell what 
they didn’t know! Considering that a 
salesman’s price book is nearly half- 
full of hardware items, education be- 
came the focal point of the program. 

The “how” of selling the builder 
came in for much attention, along 
with the equally important “when”. 
The subject of time figured promi- 
nently in each; the emphasis on how 
the builder’s time—meaning money in 
his pocket—could be saved and the 
timing in asking for the hardware or- 
der—right along with the other build- 
ing materials. 


Another characteristic found in 


many contractors was that they were 
reluctant to leave the job site to order 
hardware, preferring to have the 
salesman call on them. 

Portable sales kit. Realizing that a 
catalog and price book were not 
adequate on-the-job sales ammunition, 
the firm set about designing a porta- 
ble hardware display. The finished 
product is a hinged wooden case about 
30 inches square, weighing about 30 
pounds. It contains samples of popular 
styles of handles, hinges and other 
hardware, each marked with the retail 
price. Because the sample case was 
received enthusiastically by salesmen 
and contractors, several more are be- 
ing readied for outside use. 

The Houston company then hired 
Calvert Moody, a hardware specialist, 
to manage the department. He not 
only handles hardware sales inside the 
store, but accompanies the salesmen 
to jobs where they anticipate a bar- 
rage of technical competition. Anoth- 
er man to package purchases and six 
building material salesmen complete 
the personnel. 

In floor space, the builders’ hard- 
ware section is small. A counter, a 
power and hand tool display, a few 
shelves and several table displays of 
working models occupy less than 25% 
of the store’s selling area. Masters 
feels that more space is unnecessary. 

“Give a contractor a choice be- 
tween two or three items—more will 
merely confuse him. Display working 
models whenever possible. We carry 
a correspondingly small inventory”, he 
went on, “because this is where hard- 
ware can become a ‘white elephant’, 
much the same as with paint. 
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HAND TOOL DISPLAY is a section of the 
store area (about 25%) devoted to build- 
ers’ hardware and related items. 


“This is another reason for pushing 
a package deal. If a salesman can tie 
up the hardware order early in the 
job, the dealer can order the mer- 
chandise ahead of time, keeping his 
inventory in balance and not letting it 
become large, expensive and ultimate- 
ly obsolete.” 

The Houston 
strongly in promotions, 
those designed around the package 
theme. Whenever feasible, hardware 
is tied in with all types of advertising 
and display. Masters points to a recent 
paint sale as an example, where the 
big seller was a multiple offer; paint, 
ladder, thinner, bucket and brush. 

The hardware “revolt” is beginning 
to show promising sales figures—pres- 
ently about 5% of the total volume 
and rising steadily. Resistance to the 
new selling plan is on a decline. Al- 
though some contractors take strong 
persuasion on the salesman’s first call, 
ensuing calls have become routine af- 
fairs of making a choice of merchan- 
dise. 

“We don’t have any ideas about 
changing the traditions of the lumber 
business”, states Masters. “There will 
always be some dealers who find it 
easier to go along with the old method 
and hope the builder will come to 
them for hardware at the last stage 
of the job. 

“But this company will continue its 
three-prong ‘battle’ plan to sell build- 
ers’ hardware: proper timing in asking 
for the order; the education of our 
salesmen; and proving to the builder 
that package buying can mean greater 
profits, timewise, for him.” 


company believes 
particularly 


79 





syoryex0d09 212" 


wg MON 
oIs!Md ui 


2H 
reall — yoo} & $.2 
= 08 3,Ue9 yeud 

apisdn uo 


HORIZONTAL KEYWAYS 

are available in Russwin 
standard duty Stilemanor and 
residential Homegard locksets. 
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BELSON Quik-Bilt 


Prenic teble stenderds 


QUIK.BRT venderds mobs vp inte © 


on display sew in ovr deoit-yoursel depertment 


6A. leneth - $2145 PAUL E, HARRIS 
7 ft.length - 22.70 LUMBER & CONSTRUCTION CO. 
at length “ 23.95/29 CENTER STREET MILLERSBURG, Ph 





NEWSPAPER AD brings word of the pic- 
nic table sales opportunity to the 5,200 
people in Harris Lumber’s trading area. 
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—Courtesy Heyer Mfg. & Sales Co 


KING-SIZE ORDER of steel-legged picnic tables, seen in a public park at Beatrice, 
Neb., was obtained by Beatrice Lumber & Coal through a simple table-and-price 


sign display at the yard. 


Steel Legs Spur Lumber Sales 


Excellent profits reported by dealers who combine hard- 


ware and lumber in end-use packages. They sell: picnic tables 
—lawn benches—awning brackets—sand boxes—cattle feed 


bunks and table tennis legs. 


Steel picnic table leg frames com- 
bined with lumber produce a _ profit- 
able picnic table package at Beatrice 
Lumber & Coal, Beatrice, Neb., ac- 
cording to Leo L. Werner, owner. 

With little sales effort other than a 
price-marked display, Werner is suc- 
cessful in moving the tables at $25 
each. This gives him a gross profit of 
better than one-third on his purchase 
price of the steel legs and the lumber. 

In addition to the sale of the table 
package to individuals, Werner has 
found a mass market for them. In 
the past four years he has sold more 
than 300 to the local park board. 
These are sold KD at a lower price. 
Park board employes then assemble 
them in off-seasons. 

Werner uses select grade Douglas 
fir because of the freedom from splin- 
ters. Each table top takes three pieces 
of 2x10; the table’s two seats each 
take one piece. Tables are made up 
eight feet long. 

Three or four tables already made 
up are kept in stock that delivery can 
be made at once. 

Asked how the park board learned 
of his picnic tables, Werner said that 
one of the park board’s employes saw 
the display table at the lumberyard’s 
store. 

Show window success. At Paul E. 
Harris Lumber & Construction Co., 
Millersburg, Penna., picnic table busi- 
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ness is promoted via a window display 
plus newspaper advertising. The firm’s 
store is located next door to a motion 
picture theater; thus, the window dis- 
play gets much attention. 

“We've sold 28 picnic tables in 
1957, and expect to do better this 
year,” says Carl E. Troutman, assist- 
ant manager. 

“We get $21.45 for a six-foot table 
package. This includes the Belson steel 
leg frames which retail at $13.95 a 
pair, and selected construction grade 
Douglas fir lumber. For pricing pur- 
poses we figure our lumber cost in 
the picnic table at 15¢ per foot; we 
buy it for 9 to 10% ¢.” 

What to expect. With little effort, 
dealers can expect to sell worthwhile 
numbers of picnic table legs, accord- 
ing to one sales manager. Industry 
experience is that about 19% of deal- 
ers stocking steel picnic table legs will 
sell one to five sets per year; 54% 
will sell from six to 20 sets; 19% will 
sell from 21 to 50 sets and 7% will 
sell 51 sets and more per year. Selling 
price averages better than $20 per 
table, with gross profit of one-third 
or better. 

Selling seasons. Dealers start pro- 
moting picnic table sales in January 
in the south and southwest, and no 
later than February or early March in 
more northerly regions. No matter 
what the season, they always have 








samples to show park boards and oth- 
er public bodies. Other items, which 
can be combined with yard lumber 
to make up end-use packages at this 
time, are lawn benches, awning brack- 
ets and sand boxes. 

Picnic tables will sell the first spring 
weekend with weather suitable for 
outdoor work. This means the dealer 
should stock 60 days beforehand so he 
can assemble a sample table and dis- 
play it for at least 30 days before sell- 
ing starts. 

For a dealer in the North Central 
states, a schedule might be: 

—Feb. 15—order first 
wholesaler; 

—March 1-15—set up sample tables 
(set up two, so one will be available for 
display in the event one is sold set-up); 

—March 15-April 15—send envelope 
stuffers to customer list; 

—April 15—publish a small newspaper 
ad or give the item radio mention; 

—May 1-June 15—newspaper adver- 
tising, continuing to use envelope stuffer 
mailings. 

Fall sales. Steel table tennis legs, com- 
bined with lumber and plywood from 
the yard, make a good fall and winter 
sales item. A typical selling schedule is: 

—Sept. 1-30—order stock from whole- 
saler and set up display table; 

—Oct. 15-Nov. 15—send 
stuffers with retail statements; 

—November and December—newspa- 
per advertising; 

—January—advertising to catch those 
who received table tennis sets for Christ- 
mas and have yet to build the table. 


Feed bunks. Welded steel parts 
combined with yard lumber make up 
into rugged cattle feed bunks. Dealers 
won’t get much action on these dur- 
ing grain and hay harvest, although 
August may be a good sales month. 


stock from 


envelope 
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COMPLETE BUILDERS HARDWARE de- 
partment along wall plus islands vie for 
handyman and contractor trade at Val- 
ley Lumber. 


er Wed eter, 


© ore ity 
PRaee 
—- 


WOMEN SHOP Valley Lumber because 
they will find a wide variety of house- 
wares and household needs, also a light 
appliance and giftware section and 


drapery department. eet 


Hardware plus housewares 


doubles sales... 


Designed to Attract 


Housewares and giftwares are not off-beat volume at 
Valley Lumber. Women browse these departments and not in- 
frequently come up with a remodeling idea which they promptly 


sell to their husbands! 


Operating the only hardware store 
in town, owner Kenneth Eckert has 
built his hardware volume by supply- 
ing the shopping needs of his cus- 
tomers and making his displays at- 
tractive by “dressing up” his store for 
the family trade and including traffic- 
building lines ordinarily shunned by 
lumberyards. 

Eckert’s enterprise is 12-year-old 
Valley Lumber in Palm Desert, Calif., 
a resort community with a perman- 
ent population of 3,000, approxi- 
mately 135 miles from Los Angeles. 

About a year ago, Eckert doubled 
his selling area by adding a wing, then 
got the professional store layout ad- 
vice of a hardware supplier and in- 
stalled modern merchandising fixtures. 

The result has been an average 
monthly sales increase of $1,000, a 
good share of this in hardware. Turn- 
over is at the rate of 3.89 per year. 

Store manager Don Hamilton cites 
a case of what a “dressed up” display 
has meant in sales. 

“In our old store,” he explains, “the 
best-selling cabinet hardware pulls 
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were in the 25¢ bracket. In our new 
hardware layout, we are selling as 
many pulls in the 75¢-$1 category as 
we are in the 25¢ range.” 

Flexible layout. Steel perforated 
wall panels were used for showing 
builders’ hardware, hand tools and 
drapery accessories. The floor is- 
lands, limited to a height of 52” for 


MANAGEMENT TEAM who believe in 
both hardware and housewares is man- 
ager Don Hamilton, left, and owner 
Kenneth Eckert. 


maximum visibility, were built by lo- 
cal carpenters. They are mounted on 
hidden casters. 

“Many of our customers come in 
for the same item frequently,” says 
Hamilton, “and we like to expose 
them to different products by moving 
our islands around.” 

By stocking giftwares, housewares 
and other household needs, Eckert 
has made a definite effort to attract 
women shoppers. He has also added a 
sales lady to the staff. She sells 
hardware, paint and also prices in- 
coming merchandise. Her first job was 
to develop a housewares department. 

Such a department, Eckert believes, 
fills the needs of the community; it 
encourages customers to shop locally 
instead of going to Indio or Palm 
Springs. Even more important, it en- 
courages women to browse during 
the day, giving them home remodel- 
ing ideas which they can sell their 
husbands. 

At least 50% of Valley Lumber’s 
newspaper ads in the Riverside daily 
are devoted to hardware items. Al- 
though published 60 miles from Palm 
Desert, the newspaper has a desert 
edition that brings business from 
many small communities. 

All employes are kept up-to-date on 
new products with one-hour monthly 
sales meetings arranged by manager 
Hamilton for his staff of six. 
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fo OPEN = 
YOUR 
GARAGE EE oz 
.. » fUst 
fix the button 














Now-—at moderate cost—you can enjoy the luxury of push 
button control for your Garage Door. Don’t get out of the 
car—just press the dash button, anywhere from within 100 
feet of your garage. The FRANTZ No. 175 Deluxe Model 
TWO MODELS TO CHOOSE FROM opens, closes the door, turns on, turns off the light. 
Absolutely safe—if door strikes obstacle it stops instantly, 
Easy to install, ready to plug in any 110 volt AC out- then moves away from object. You get smoother, more pow- 
let. No interference with other frequencies. No tuning erful action, on either rigid or sectional doors, from size 
or adjustments required. No wiring. 8’ x 7’ to 16’ x 8’. Ask about the No. 175, deluxe door oper- 
MODEL NO.133—A low cost electric operator (with ator with remote control, the operator that never forgets! 
remote control) with many features normally found P sai ; , 

only in higher priced operators. Operates all over- Write for additional information today. 
head doors up to 16’ x 7’ with complete safety and 
comfort. FRANTZ manuracturinc COMPANY 
STERLING, ILLINOIS 


MODEL NO. 175—With remote control as shown above. 
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Sell the Line That Gives You 


Lfegu 


BAKED 


aPery 


NEW “DOUBLE 4” 
HORIZONTAL VERTICAL 











You can make more money 














selling Lifeguard because it 








is the most complete line in 


the whole aluminum siding 


j 
{ 
¢ 
} 
f 
ny 
} 
f 


| ey : 1 i | | field. Top-notch quality, too, 

| Ss | | | | with its fine spray-coated, 

: | | | baked-enamel finishes in so 

Make Lifeguard YOUR HEADQUARTERS "many attractive colors! 
for ALL your Aluminum Siding needs 


Write, Wire or Phone for Samples — CApitol 1-5224 
LIFEGUARD INDUSTRIES, INC., 2423 Gilbert Ave., CINCINNATI 6, OHIO 
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Canadian dealer says: 


"We're Using Foreign Hardware 


To Get Domestic Products’ 


Wholesalers selling direct to contractors forced this Toronto 
dealer to develop new distribution arrangements. Foreign hardware 
became a wedge for better buying on domestic products. 


By Bill Kitchen, Manager 
Lansing Building Supply Ltd., 
Willowdale, Ontario 


We at Lansing Building Supply, Ltd. 
strongly feel that an extensive hard- 
ware setup is essential to help defray 
the high overhead cost of the modern 
building supply showrooms. 

Prior to November, 1957, we had 
only about 400 or 500 feet of show- 
room space. In the two or three years 
preceding November, 1957 various 
suppliers tried to interest us in han- 
dling lines of hardware. 

While we did not feel that we were 
properly set up to handle these lines, 
we were eventually persuaded to give 
them a try. At first, we enjoyed only 
moderate success. 

It is quite necessary to have a com- 
plete line of builders’ hardware if 
you are going to be active in the field 
at all. We eventually partitioned off 
a small section of our warehouse and 
devoted it to a modest stock of build- 
ers’ hardware, but with practically no 


CONTRACT HARDWARE DEPARTMENT is 
away from the main traffic flow. Hard- 
ware selector board is available to help 
contractor customers in purchasing. Lan- 
sing Building Supply maintains an inven- 
tory of $30,000 in hardware. Turnover 
is 5-6 times a year. 
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display area for any of these products. 

Distribution policy. In the metro- 
politan Toronto area, most builders’ 
hardware is sold direct to builders by 
wholesale jobbers at prices which 
can’t be met by conventional retail op- 
erations. This was one of the main 
drawbacks in entering the hardware 
field on a very extensive scale. 

The Weiser Lock Corp. helped us 
considerably by their policy of dis- 
tributing only through retail lumber 
dealers and, insofar as their locks were 
concerned, we were able to sell them 
competitively with any other source 
to builders. Among the hardware 
manufacturers in our own country 
and in many cases in the United 
States, there was a natural reluc- 
tance to set up a retail lumber dealer 
on a jobber basis. 

This policy has forced us to look 
elsewhere for sources of supply. In 
the past couple of years, we have 
been able to locate sources for butts, 
cabinet hardware, tools, power equip- 
ment, screws, etc. from various Euro- 





POWER TOOLS wes another hardware 
line added by Lansing at the time their 
new store was opened last fall. Acces- 
sories are handled as well as major tools. 
The retail hardware lines are regarded 
as “plus' sales, following from promo- 
tion of end-use retail packages. 


pean and Asiatic countries as well 
as some manufacturers in the United 
States. 

As a rule, the quality of material 
is more or less comparable to that 
which we can obtain in our own coun- 
try and the prices, despite duty, allow 
us to be competitive with the jobber 
wholesaler who was selling direct to 
the builder. 

We have noticed lately, that as a 
result of our extensive purchases of 
hardware items from foreign countries, 
several of our domestic manufacturers 
realize that this market is being lost to 
them and are now beginning to appre- 
ciate the nature and volume of busi- 
ness that we, as a building supply 
yard, can do in the builders hardware 
field. 

Tie-in sales. As a result, we have 
had a few domestic manufacturers 
change their policies to include sales 
to building supply firms such as our- 
selves. We feel that this is very sig- 
nificant, for if the trend continues, it 
will eventually permit us to com- 
pete in all lines with the jobber 
wholesaler. 

Our firm specializes in marketing 
interior wood products—doors, trim, 
sash, frames, plywood and allied lines 
—and as such we have three or four 
salesmen calling on builders. Many of 
them have become accustomed now 
to placing their order of hardware 
at the same time they give us an or- 
der for trim and doors. 

In measuring the trim, our sales- 
men find it easy to take off the neces- 
sary builders’ hardware that is re- 
quired and sending it along as a 
package with the trim. It is an added 
sales item for us with a minimum of 
overhead and delivery expense. 

Our main promotion to merchant 
builders has been through our out- 
side salesmen. In our new showroom, 
opened last November, we have a 
special section set apart known as 
our contract hardware department. 

We regard retail hardware as a 
“plus” sales, which follows from our 
promotion of the end-use package 
such as recreation rooms, kitchens, 
storm doors, garages, etc. 

Two prices. We have two separate 
and distinct prices. In some instances, 
there may be a 25%-50% variance 
between the builders’ price and the 
retail price; in other cases, not more 
than 5%. 
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this ONE LOW-COST 
PACKAGE DEAL! 
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only $88.56 INVESTED! 


Here’s what Wilkenson gives you 
for only $88.56! 


19 Kits of beautiful tapered seamless legs in 

assorted lengths from 3” to 28”. Each kit has 

four legs, 4 brackets and screws. A complete kit 

for your customer. 

Your choice of beautiful Satin Brass, Pewter, 
f Coppertone and Chrome finishes that sparkle 

like silver and gold. Will not mar, stain, chip, 

peel, tarnish or corrode. 

Advertising in leading newspapers to back you 

up. 

Literature and envelope stuffers in any quantity 

without charge. 












ND « « « This FREE colorful COUNTER DISPLAY 
with a FREE OFFER for your customers! 

egg It’s an eye-catcher! A sales puller! 
It looks like a table corner when 
you mount a 15” leg on it. (Leg 
comes with the deal.) 
It offers to your customers, a 
FREE screwdriver with every kit— 
AT NO COST TO YOU! 
ORDER YOUR EASY-PROFIT 
PACKAGE DEAL — NOW! We 
have only a limited number of kits 
k to offer in this package deal. 
= yi See REMEMBER -— Throughout the 
Tmteh stden country, Do-It-Yourself customers 
by the thousands are buying these 
Wilkenson Leg Kits for coffee and 
cocktail tables, radio and TV sets, 
furniture, hi-fi equipment. 











































} PACKAGE DEAL INCLUDES: 
t 1—Large colorful Display Board 2 roy with 3” legs, 2 Kits with 
” ; ” legs, 
1—15” Leg for Display Board 2Kits with 9” legs, 2 Kits with 
19 kits of Tapered Seamless Legs 12” legs, 
in our jewel tone satin brass fin- 6 Kits with 14” legs, 2 Kits with 
ish with self-leveling glide tips 16” legs, 
in the following assortment of 1 Kit with 22” legs and 2 Kits 
{ lengths: with 28” legs. 
' Each kit has screws, brackets and free screwdriver. 











Send your order to: 


ILKENSON Manufacturing Co. 
2916 West Lake Street, Chicago 12, Illinois 
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19 NICE PROFITS from |™ 


QUICK TURNOVER 
BRINGS YOU $57.79 PROFIT on 











FLUSH DOOR 











PERMANENT “CERAMIC” TYPE MAGNET. 
e@ POWERFUL 12 TO 15 POUNDS PULL. 

@ ATTRACTIVE ALUMINUM CASE. 

@ SELF-ALIGNING. 


e UNIQUE CASE DESIGN 
FITS ANY DETAIL. 


The demand for a moderately priced 
magnetic catch with strong, adequate 
holding power is now met with the Ives 
No. 325! 


The versatility of application, par- 
ticularly on lip doors (shown at left*) 
whereby the case, being open both 
front and back, can be attached di- 
rectly to the frame by reversing its nor- 
mal position. Note how the case is set 
back to receive the door panel and 
yet the screw holes are forward to 
engage in the center of the frame. 


Order yours today—you'll want 
to be one of the first to sell the 
Ives No. 325 which will become 
a leader in today’s market! 


















Counter Demonstrator 
en eee available. 











THE H. B. IVES COMPANY 
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NEW HAVEN, CONN. 
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PAINT MIXER and brush display remind customers of 
the well-rounded lines and services offered by Suburban. 





PAINT, PAINT ACCESSORIES and hand 
tools are tied together in one store area 
and frequently lead to sales of other 
building suppiies. 


—Quality, service, promotion are key 
ingredients of paint success, says lumberman 


whose sales curve keeps going up in paint 


department. Primary targets are woman cus- 
tomers and do-it-yourself package buyers. 


Paint and paint sundries are natural allies to a lumber 
dealer’s hardware department. According to a successful 
Cleveland, Ohio, dealer, paint should be closely tied to 
your home improvement “packages”, displayed adjacent 
to your hardware and tools and continuously advertised. 

The 40-year-old firm of Suburban Lumber Co., which 
has a substantial do-it-yourself trade, expects to do around 
$10,000 in paint sales this year. Sales for the first five 
months exceeded the $4,000 mark. 

“Price is secondary to quality in paint,” asserts H. Carl 
Haag, Sr., founder and president of the firm, who says it 
is also less confusing to sell one nationally-known brand. 

“With a large percentage of our business directly with 
do-it-yourself customers,” adds Carl Haag, Jr., “paint is a 
natural tie-in with lumber sales.” 

For example, paint is always included as part of the 
special garage package, which Suburban Lumber has been 
selling so successfully. Since they started their campaign 
last May, garage sales have increased about 50%. 

Attract women. The sizeable store area devoted to 
paints and accessories has been a factor in attracting 
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many new women customers. 

“Just the other day,” remarked young Haag, “a woman 
dropped into our Color Bar looking for paint to match the 
color of her kitchen cabinet. She went home with about 
20 color chips from our color display rack. She returned 
the next day to place a $24 paint order with us. 

“In fact, women drop in so frequently,” said Haag, “look- 
ing for advice on color to match their fabrics that it is not 
unusual to find them making the greater share of paint 
purchases.” 

Haag has found that women usually come in with the 
idea of redecorating only one room, but after studying col- 
or chips, color cards, manuals and home decorating book- 
lets, frequently wind up by painting the entire house in- 
terior. 

“With the easy-to-apply latex emulsion paints sold to- 
day,” explains Haag, “homeowners usually do the job 
themselves to save on painting costs. 

In addition to garages and do-it-yourself home build- 
ing, Suburban Lumber ties paint into such package sales as 
remodeled kitchens, attics, recreation rooms and patios. 
Budget terms are available to fit any of these jobs. 

Top customer service is another inducement that keep 
homeowners and contractors returning to Suburban for 
their paint and other materials. Cutting lumber to size 
is one of the customer conveniences; ample parking, free 
delivery and convenient store hours (open to 9 p.m., Mon- 
day) are others. 

“To help us understand each other,” explains Haag, “our 
company holds information sessions for homeowners and 
small contractors. Subjects range from home decoration 
to tree farming.” 

Also during the year, Suburban’s employes attend paint 
education classes to keep them abreast of latest develop- 
ments in the paint field. 

Located at State and Brookpark Roads, about the busiest 
intersection in West Cleveland and a fast-growing subur- 
ban area, Suburban Lumber carries on an extensive pro- 
motion program to attract new customers. It has ranked 
among the top lumber dealers in lineage in the Cleveland 
newspapers. 

Unusual promotions. Exterior paint is featured during 
the spring and summer fix-up campaigns while interior 
paint is tied with remodeling and expansion programs in 
the fall and winter seasons. 

TV stamps offered by Suburban Lumber are credited 
with attracting considerable plus business. One couple from 
Lorain, Ohio is known to have motored 26 miles, passing 
up many other dealers, to make a $300 purchase and 
get the stamps. 

“We were the first building materials dealer in Cleve- 
land to be offered the TV stamp contract three years ago,” 
said Haag, “and customers have responded wonderfully.” 

Suburban’s “Lucky Alarm” promotion excites a lot of 
interest. This promotion is held on a building product 
demonstration day. An alarm clock is placed inside an 
empty gallon paint can. When the alarm goes off, all the 
people in the showroom are entitled to 100 TV stamps 
free. 

“This type of promotion has attracted hundreds into our 
store and paid off in numerous sales of building supplies,” 
says Haag. 


ATTRACTIVE HEADQUARTERS of Suburban 
Lumber, which remain open all day Saturday 
and Monday night for customer convenience. 


Sun Proof 


House Paint 


WOMEN ARE ATTRACTED by the color mixing possibilities 
offered by Suburban Lumber. Over 300 color chips are avail- 
able and paints can be custom-mixed to match a fabric or any 
other sample. 


LITERATURE RACK offers a wide variety of paint helps to do- 
it-yourself customers. 


FATHER-AND-SON MANAGEMENT TEAM: H. Carl Haag, Jr., 
treasurer of Suburban Lumber and his father, president and 
founder of the company, H. C. Haag, Sr. 
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FULL-PAGE AD headlining paint also tied 
an in paint accessories and many building 
products. Some were offered as cash- 
and-carry specials for Friday and Satur- 


day. 


ARRIVING BY TRAILER TRUCK, paint cartons are pal- 
letized and transferred to selling areas inside and out- 


side the store. 


‘AR PAINT WHITE<COLORS 


eine 
SES a8 


HUGE BANNER attracts attention to the truckload paint special. Paint cans, loaded 


~ 


on pallets, can easily be moved inside the warehouse at night. 


Paint promotion carnival 


Sells 1,600 Gallons in 8 Days 


Special price, full-page ad and mass displays make paint 
a hot sales leader for Michigan dealer. 


In eight selling days last month, 
Erb Lumber Co., Royal Oak, Mich., 
sold over 1,600 gallons of paint, plus 
related items such as brushes, thinner, 
step ladders, pan-roller combinations, 
drop cloths and caulking guns. 

A huge 30-foot truck-trailer load 
was driven inside the yard and many 
sales were made right from the trailer 
in the eight-day open house paint sale. 

A mass display was set up under 
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a huge banner in front of the store 
and another mass display on the in- 
side the store. 

A full-page ad heralded the event 
in the Royal Oak Tribune. Customers 
were offered their choice of all reg- 
ular $5.95 values for $2.99, including 
exterior house paint, interior latex, 
porch and deck paint, high gloss 
enamel and flat wall paint. 

Separate boxes in the ad offered 


attracts attention 
inside the store. Clinton Sieweki makes 
a sales pitch. 


such items as a pan-roller combina- 
tion, regular $1.69 value for 79¢; 
paint thinner, limit two to a cus- 
tomer for 79¢, a 9 x 12 drop cloth, 
limit two, at 66¢; a 4” brush, nylon 
bristle, regular $4.98 value for $2.99. 
In all there were 26 related items of- 
fered on the page. The response was 
tremendous! 

Incidentally, carload or truck load 
promotions are favorites at Erb’s. 
Early in the year, a one-day (Saturday) 
sale of insulation rang up sales of 740 
bags. This was followed in May with 
a huge two-day (Friday and Saturday) 
sale on play sand. The whole 600 bags 
sold out before the two days were 
over and another 120 bags had to 
be rushed in to handle the event. 
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PRINT OFPT 


! { * Your “Minnesota” sales booster in action 


fae ‘-_= > : a or a PI 
a =— i * “<= ‘ia * = eees WITH POWERFUL POINT-OF-PURCHASE MATERIALS 
“ irene ee AND VALUABLE MERCHANDISING KNOW-HOW 


Your friendly MINNESOTA PAINTS salesman shows 
you how to make point-of-purchase materials turn 
browsers into buyers. MINNESOTA PAINTs offers you 
one of the industry’s most complete—and most 
effective—point-of-purchase programs. It contains 
hundreds of point of sale tools ranging from Color 
Planning Service to How-To-Do-It booklets. 


a aa t But MINNESOTA PAINTs doesn’t just dump these 
i ae tested materials on your doorstep and let it go at 
4 oo ls that. They also send you a real merchandising ex- 


i VW le 


pert. He skillfully sets up the materials and arranges 

them for you. This is just one of the many things 

your MINNESOTA PAINTS salesman does to keep you 

ahead of competition. 

; Co : Drop us a card today to find out why dealers 
who have taken on the MINNESOTA PAINTs line are 
so glad they did. We’ll send you detailed literature 

ry ~ describing the many benefits of our Exclusive 


Dealer Franchise. 


. . 
Minnesota Paints, Inc. 
Dept. AL-5, 1101 3rd St. So., Minneapolis, Minnesota 


MINNESOTA merchandiser-salesman Joe Rogers sets up buy- om Min nesota 
appealing displays in the store of MINNESOTA Dealer J. H. PAINTS 
(Jack) Hannaford in Elyria, Ohio. es , : 


@ PLANTS: Minneapolis *« Fort Wayne « Atlanta « Dallas , 
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MEET THE PERSONALITY LOCK 
with loads of exciting 
eye-and-sales appeal 


NEW 


TULIP 
DESIGN 


Exceptional Quality, Durability and Economy — 
No lock can be installed faster! € 
ame Guarante 


A sparkling new addition to NATIONAL’S widely CELT ALIENS H-EOTS " scent we ea 
. JUST 3 PRE-ASSEMBLED UNITS i} oes “ f 
popular line of locksets. Gracefully styled; pre- ALL STANDARD FINISHES 
Hert + w + H “2 AVAILABLE WITH OR WITHOUT 
cision engineered quality. Self-aligning thru DEADLOCKING LATCH BOLTS 110 
bolts for ease of installation. Available in all REGULAR OR 5° (! PIECE) BACKSETS 
standard finishes for both residential and com- 


c Sam Over 25 Years Manufacturing Fine Builders Hard Exclusivel 
mercial use. Lifetime guaranteed. - eet ea 


Also matching yLiP design in interior sets NATIONAL HA RDWARE c ORP. 
for passage, , chamber and closet. NEW YORK: Ozone Park 16 « CHICAGO: 205 W. Wacker Dr. 
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Special New Product Roundup 


Builders’ Hardware 





Har-Vey Pocket-Door Frame 


A new Pocket-Door Frame that comes 
complete (all parts except the door) in 
one Handi-Pak is available. Called the 
Handi-Frame, the new unit fits all size 
doors from 2’ to 3’ wide, 66” to 68” 
high and is engineered to provide fast, 
easy one-man installation. The new Han- 
di-Frame is designed to accommodate 
plaster or drywall construction. The Han- 
di-Pak features rigid steel and brackets 
attached to kiln-dried telescoping header 
and aluminum track assembly, Har-Vey 
Sliding Door Hardware with twin nylon 
wheels and permanently _ lubricated 
bronze bearings that give perfect door 
control. Also available is the new Har- 
Vey 9515 adaptor for bi-parting door in- 
stallation. American Screen Products Co., 
Dept. AL, 61 E. North Ave., Northlake, 
Ill. 
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introduces Thriftee Frame 


A wall pocket door frame designed 
to go up fast, warp-proof the pocket 
and provide trouble-free door perform- 
ance features header, track and upright 
jambs made entirely of steel. The track 
is prefastened to the header at the fac- 
tory to save builder time and work. Ad- 
justable header mounting brackets make 
thé header readily adaptable to any door 
opening and easy to level, it is said. A 
new floor plate provides quick ‘nstalla- 
tion of the upright jambs. The header 
with factory-installed track, upright 
jambs,. twin-wheeled hangers, door 
guides, floor plate and bumper are pack- 
aged complete with screws and instruc- 
tions in sets for all standard 2x4 drywall 
or plaster wall construction. John Sterl- 
ing Corp., Dept. AL, Richmond, III. 
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Ceramic Door Knockers 


A new group of ceramic door knockers 
available in four designs cover the range 
from traditional to contemporary—gold 
medallion on white; gold medallion on 
black; open rosebuds on white and maple 
leaf on white. Besides filling a need for a 
small to medium-sized knocker, they pro- 
vide a decorative accent for both interior 
and exterior doors of homes and apart- 
ments. The knockers have hand-decorat- 
ed, ceramic faceplates, trimmed in 22 
carat gold. The rings and strikes are 
solid brass. Each knocker is individually 
bubble-packed to stimulate impulse sales. 
Yale & Towne Mfg. Co., Dept. AL, 
Chrysler Bldg., New York 17. 
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T.- singgtorn NO. 47 ROUING Door HARDWARE 
ONE SET OF HANGERS FITS DOORS FROM He" TO bh” 


Rolling Door Hardware 


No. 647 bypassing wardrobe rolling 
door hardware has Teflon coated hanger 
axles to provide lifetime lubrication for 
the nylon wheels, maker announces. 
Doors from %” to 146” thick can be hung 
with one standard set of hangers. Doors 
may be hung after hardware is mounted 
by tilting doors 12° and inserting hang- 
ers into aluminum track. The nylon floor 
guide is adjustable to door thickness 
Only 11%” of headroom is required. No. 
647 hardware comes packaged in com- 
plete sets, including all components for 
a two-door installation. Sets are designed 
for 4’, 5’, 6’ and 8’ openings and can be 
readily adapted to any smaller size open- 
ing by cutting track. Washington Steel 
Products, Inc., Dept. AL, 1940 E. 11th 
St., Tacoma 2, Wash. 
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Hard-to-Find Hardware 


Called Special Assortment, a new col- 
lection of hard-to-find hardware includes 
20 different items in a variety of finishes. 
There are three bags of each item, total- 
ing 60 in all. Included are catches, box 
hinges, handles, lid supports and locks. 
Each piece is designed especially for the 
home craftsman who can add it to fine 
cabinetry, tool chests, fishing boxes, hi-fi 
sets, gun cases, etc. A special Jumbo As- 
sortment of 123 bagged items (41 dif- 
ferent items, 3 bags of each) in various 
metal finishes also is available. Presto 
Lock Co., Dept. AL, Garfield, N. J 
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Cabinet Hinge 


tour design, the 
oval jamb leaf of 


convex door pad 
deeper 
screws, says 
4355 Valley Blvd., 
geles 32. 

Circle No. 


Imperial Line 

Kwikset’s new 
idential and light 
and the 


have a 


ishes. Kwikset 


heim, Calif. 
Circle No. 211 


in thickness. 


rovia, Calif. 





210 on Coupon, 


on Coupon, 


Featuring a convex con- 
door 
complements the handsome 


leaf 


the new 


No. 555 cabinet hinge. New 


provides 


countersink for 
maker. 
Hardware Sales, Dept. AL, 


Ajax 
Los An- 


page 104 


Imperial 


line of locksets for finer res- 


commer- 


cial buildings is available in 
two knob designs, the Balboa 
Catalina. 
wide choice of fin- 
Div., Amer- 
ican Hardware Corp., Dept. 
AL, 516 E. Santa Ana, Ana- 


Users 


page 104 


Offset Pin Hinge 


Pacesetter in the maker's 
hidden hinge series for cab- 
inet doors is its new %” off- 
set pin hinge. Designated No. 
211, it is designed for use 
with lipped cabinet doors 34” 
Acme 
ance Mfg. Co., Dept. AL, 
200 E. Railroad Ave., Mon- 


Appli- 
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Jumbo Spray Cans 


eeping pace with the increasing demand for easier-to-use 
K packages for touch-up painting in the home, Pittsburgh 
now offers high-quality, all-purpose WATERSPAR Enamel in a 
new, convenient 16-0z. spray can. 


e@ With this new product you can readily expand this part of 
your paint business—at a gross profit of 40% . And it will be 
repeat business—once the homeowner tries it, he'll prefer it 
vastly to other methods of applying touch-up materials. 


@ WATERSPAR Spray Enamel is a durable, high-gloss coating 
that gives many years of beauty and protection. Has a thousand 
uses around the house. Can be applied on almost any kind of 
surface—wood, metal or composition. It will improve the 
appearance of indoor and outdoor furniture, refrigerators, 
radiators, garden tools, lawn mowers, metal pipes, boats, 
screens, etc. Because most colors are practically lead-free, 
they’re perfectly safe on baby’s toys, cribs and furniture. 


Spray ented Here’s How You Make 40% Profit! 


You buy 84 cans at $1.07 each 
—total cost $89.88 


You sell 84 cans at $1.79 each 
—total sale $150.36 


Your gross profit is $60.48—a full 40% 





FREE—SELF-SERVICE RACK 
(worth $13.35) with your initial order 


@ This sturdy merchandising display rack is a complete self-service unit il 
built to save counter space and selling time. It’s absolutely free with your Mai 
initial purchase of six cans of each of these fourteen popular finishes: 


covet Royal Blue’ clots Black: | this coupon 


Silver Bonnet Blue* Candy Pink* Ses meso tater 
Tulip Yellow Wrought Iron French Gray* mation about this 
Lawn Green Flat Black* Appliance White* great new profit 
Pale Gold Clear Finish* Fiesta Red* opportunity ! 


*These colors are completely safe for baby’s toys and 
furniture. They contain less than 1% lead pigment. 








Pittsburgh Plate Glass Company, 
Paint Division, Dept. AL-98 
Pittsburgh 22, Pa. 


Gentiemen: | am interested in your new WATERSPAR 
Spray Enamel. Please send me additional data. 
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BUILDERS’ HARDWARE Catches by Ives 


(begins on page 90) New ball catches, No. 345 (faceplate 


142” x %”) for cupboard and small inte- 
rior doors and No. 346 (faceplate 24%” 
x1”) for louvered, bi-folding, accordion, 
wardrobe and service doors, now are 
available. Made of wrought brass, hand- 
polished, in standard finishes. A new 
heavy-duty roller catch, No. 333, for 
wardrobe and interior doors is easily in- 
stalled on thin doors. Ives also announces 
a new door closer for jalousie, storm 
and combination doors, both right and 
left-hand, opening in or out. The H. B. 
Ives Co., Dept. AL, New Haven 8, Conn. 
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FOLDING DOORS 


The classic styling of wooden louvered 
doors in popular, profitable metal! 
Only FULL-VU Foiding Doors by 
Leigh offer this customer-pleasing ap- 
pearance of full-fledged louvers. And 
the smooth, trouble-free operation 
keeps customers pleased as the steel 
panels fold silently aside to reveal all 
the closet space! Available in handsome 
beige prime coat for all standard door 
sizes. Shipped complete in one damage- 
proof carton for handling and stock- 
ing convenience. 


LEIGH BUILDING PRODUCTS 


Division of Air Control Products, Inc. 


ea] 1858 Lee Street Coopersville, Michigan 


BY 
€ 








POPULAR FLUSH STYLES, 
too, in same superior qual- 
ity, choice of prime coat or 
birch grain finish. 


FREE catatoc 
of all Leigh Build- 


ing products. See FMR 
your jobber or a 


write to us. 


A BUILDING PRODUCTS 


Awnings & Canopies 
Closet Accessories 
Full-Vu Bi-fold Doors 


Outdoor Accessories 
Aristocrat Mail Boxes 
Ventilators 


Folding & Sliding Door Hardware 
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M-D Cabinet Hardware 


Handsomely styled extrud- 
ed aluminum pulls in four 
anodized finishes are offered 
by Macklanburg-Duncan. 
Each pull is _ individually 
skin-packed to a card, plus 
screws and template for lo- 
cating and drilling holes. 
Macklanburg-Duncan, Dept. 
AL, Box 1197, Oklahoma 
City, Okla. 
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Double Cylinder Dead Bolt 


The new Weslock model No. 844 
double cylinder dead bolt operates by 
key from outside and inside. It is avail- 
able in six finishes: polished brass, dull 
brass, dull bronze, polished chrome, dull 
chrome or anodized aluminum. Western 
Lock Mfg. Co., Dept. AL, 2075 Bel- 
grave Ave., Huntington Park, Calif. 
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Hook for Moliy Screw Anchors 


A hook for use with Molly Screw 
Anchors is neat in appearance and 
sturdily constructed of polished steel to 
hold pictures, mirrors, etc. The hole 
accommodates a 6-32 screw such as 
comes with the small size Molly. For use 
with larger screws, the hole may be en- 
larged easily by removing the insert. 
Molly Corp., Dept. AL, Reading, Penna. 
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General Hardware 


SO OE Oe Seti irties shies? dence ad 


Two New Mailboxes 


Two new mailboxes in the medium- 
priced range are attractively designed in 
true colonial motif. The boxes are avail- 
able in white (No. 693W) and dull 
black (No. 693DB). They are made of 
heavy gauge steel and have a rust-resist- 
ing finish of superior quality. Each box is 
10” high and 642” wide. Hangers for 
newspapers and magazines extend 5” be- 
low the mail compartment. McKinney 
Mfg. Co., Dept. AL, 1715 Liverpool 


St., Pittsburgh 33. 
Circle No. 217 on Coupon, page 104 
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INHERENT IN HARDWARE by R-W 


Quality is a much used word... often a much mis-used 
» word. Products, of any type, have to be designed and 
manufactured to rigid standards to earn the “quality” 
label. In the heavy-duty hardware field, one brand has 
earned and retained the ‘quality’ label for over 77 
years...Richards-Wilcox. This reputation has been 
earned only through R-W's years of ‘‘designed-for-the- 
job” engineering and rugged construction which assures 





gxbe 
' ) 


The R-W line of hardware 
includes the following 
products: 

@ “"LOCK-JOINT” Track and 


Decorative New Mailbox 


A decorative design is combined with 
strong construction and easy utility in 
this new Style No. 4040 Leigh Aristocrat 
Mailbox. Letter box is sized to hold a 
generous quantity of letter mail, loops 
hold newspapers and magazines. Con- 
struction is of wrought iron, with colonial 
black and oyster white baked enamel 
finish. Full-color literature describing all 
13 Leigh Aristocrat Mailboxes may be 
obtained by writing Leigh Building Prod- 
ucts, Div. of Air Control Products, Dept. 
AL, Coopersville, Mich. 
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Storm Window Kit for Fall 


Packaged to meet an increasing de- 
mand, Warp’s new Poly-Pane Storm 
Window Kit contains two full-size poly- 
ethylene sheets, each 72”x36”, together 
with 36’ of fiber molding and two pack- 
ages of nails. The suggested 42¢ price 
for each kit (21¢ per window) is said 
to offer the consumer the lowest priced 
storm window. A_ three-color plastic 
envelope containing the two full-size 
windows is especially designed to attract 
the impulse buyer. Warp Bros., Div. of 
Flex-O-Glass, Inc., Dept. AL, 1104 N. 
Cicero Ave., Chicago 51, Ill. 

Circle No. 219 on Coupon, page 104 
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Hangers for doors of all 
sizes and weights. 

@ R-W Weatherproof Barn- 
door Track and Hangers. 

@ Latches, Hasps, Door 
Bolts, Flush Pulls, Door 
Handles, Stay Rollers, 
Binders and Floor Guides. 

® Hinges in a broad assort- 
ment of types and sizes. 

® Studding Sockets. 

@ Complete hardware sets 
for sliding doors. 

® Complete line of Fire Doors 
and Fire Door Hardware. 

®@ industrial Doors and 
Hardware of all types. 

® Electric Operators for all 
types of doors and gates 
... whether they swing, 
slide or fold. 


Wey 


for complete information. 
Request Catalog No. 100-R. 


customer satisfaction 





MANUFACTURING COMPANY 


“A HANGER FOR ANY DOOR THAT SLIDES" 


226 W. THIRD STREET 








that an inherent quality is ‘built-in’ to each piece of 
R-W hardware. This ‘quality” will “pay-off” for you, 
too... yes, for steady turnover, top profits and complete 


sell R-W hardware.....the 


QUALITY LINE at the RIGHT PRICE. 


INDUSTRIAL « FIRE DOORS 
DOOR HARDWARE 
_HECTRIC OPERATORS 
Made for cach other 


af 
wnt ae 


AURORA, ILLINOIS 


Branches in Principal Cities 
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GENERAL HARDWARE 
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Special Wrought Iron Line 


An all-new 1959 line of standard, ad- 
justable ornamental iron columns and 
rails is announced by Tennessee Fabricat- 
ing Co. Called the Special Wrought Iron 
Line, its main design and theme are 
“ease of ordering, ease of handling and 
selling, ease of installing.” TFC claims a 
dealer can get into the ornamental iron 
business with a full stock of columns, 
rails and necessary fittings by ordering 
only eight different items. Tennessee Fab- 
ricating Co., Dept. AL, 1490 Grimes 
St., Memphis 6, Tenn. 
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The NEW 


BIE, 


STAINLESS STEEL FLUE 


PACKAGE 


Steel Legs for Tables 


Model 210 Leg of steel tubing will give 
a ping-pong table the slam-bang abuse it 
is bound to receive in the home or school, 
announces maker. Steel channel at the 
leg’s top grips 2x4 lumber to form the 
table framework and gives needed sup- 
port for the plywood table top. Either the 
dealer or do-it-yourselfer can assemble 
one large table or two separate 442’ x 5’ 
tables, used separately for picnicking, 
cards, etc., then placed together for table 
tennis. By shifting the positions of extra 
individual legs and their channels, it also 
is possible to assemble a table frame of 
unlimited length and width. One set con- 
sists of four individual legs (and chan- 
nels), with necessary plated bolts. Heyer 
Mfg. & Sales Co., Dept. AL, Chadwick, 
Ill 
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J&L Spiral Nail 
The Ardox Spiral nail is 


Designed and engineered by McQuay, 
and suitable for all fuels, (Type A) this 
new package chimney has a 7” stainless 
steel flue with aluminized steel interliner 
and outer casing. The interliner is sup- 
ported by the exclusive McQuay stainless 
steel tension spring spacers for strength, 





said to offer these advan- 
tages: it has increased hold- 
ing power, it is easy to drive, 
it reduces wood splitting and 
it costs less per nail. Jones 
& Laughlin Steel Corp., 
Dept. AL, 3 Gateway Cen- 
ter, Pittsburgh 30, Penna. 


rigidity and durability. 


This McQuay thermo siphon design permits quick 
drafts and even temperatures from top to bottom 
for peak efficiency. There is nothing to deteriorate, 
nothing to collect soot. Roof housing is large, meas- 


uring 16” x 20” with a 20” x 24” cap. 


For best result and greatest economy recommend 
this McQuay package chimney on every job. Terri- 
tories are being assigned. Write to: McQuay, Inc., 


PD Ac uay | 


1616 Broadway St. N.E., 
Minneapolis 13, Minn. 











McQuay stainless steel tension 
springs separate and firmly posi- 
tion stainless steel flue 


Meets the Original and More Severe Underwriters’ 
Laboratories Standards 103, March, 1956 


economy — Costs one-third to one-half as 
much as brick installed. Pre-assembled to 
eliminate costly on-the-job time and labor. 


LONGEST SERVICE LiFe— Flue is of stainless 
steel to permanently withstand effects of 
combustion gases. Starter box and starter 
sections are in one unit. Standard 24’, 18” 
and 12” sections give any desired length. 


saFrety — Listed under the re-examination 
service of Underwriters’ Laboratories, Inc., 
and on the approved list of F.H.A. and V.A 


LIGHT WEIGHT — Load on support joists is 
only 9 pounds per foot of chimney length. 


SHIPPED COMPLETE— with easy-to-follow 
instructions for simple installation. All 
units are individually packaged. 


AIR CONDITIONING 
HEATING 
REFRIGERATION 
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Plant Trellises 


Trio’s aluminum trellises 
range from the 54” fan 
trellis to the large 88” pre- 
assembled model. Lifetime 
tubular aluminum with its 
no rot, no rust and no re- 
painting features is combined 
with easy snap-on clamps to 
make assembly easy. Trio 
Mfg. Co., Dept. AL, Griggs- 
ville, Mo. 
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Paints & Sundries 


Now Comes in Colors 


Shef-Cote, an economical 
aluminum roof coating that 
is said to cover and seal in 
one coat, now adds extra 
beauty with new and spar- 
kling tinted aluminum col- 
ors. Easily applied, it just 
brushes on. Sheffield Bronze 
Paint Corp., Dept. AL, 
17814 Waterloo Road, 
Cleveland 19. 
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Kyanize Expands 


Kyanize has expanded its 
line of masonry paints by 
adding two new products to 
provide a complete finish- 
ing system for any type of 
masonry surface. They are: 
No. 879 Fill Coat Primer 
and No. 876 Masonry Prim- 
er. Kyanize Paints, Dept. 
AL, 2nd & Boston, Everett 
49, Mass. 
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Mitt & Roller 


A versatile Painter's Mitt 
provides the answer to pipe 
and contour painting jobs. 
The maker also announces 
a high production roller, 
called the Phoenix, which 
covers large areas. with 
paint in a hurry. Bestt Rollr 
Co., Dept. AL, 160 S. 
Brooke St., Fond du Lac, 
Wis. 
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Basement Wall Paint 


Called Loxon, a new base- 
ment wall paint is a ready- 
mixed and ready-to-use la- 
tex paint that may be ap- 
plied by brush, roller or 
spray to all types of base- 
ment wall surfaces. Avail- 
able in 12 standard colors 
and white. Sherwin-Williams 
Co., Dept. AL, 101 Pros- 
pect, N. W., Cleveland 1. 
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Builders’ Adhesive 


Builders’ Adhesive is said 
to be a time-saving method 
for setting sleepers, grounds 
and trims to masonry. It’s 
recommended by maker for 
bonding wood, ceramic tile 
and ornamental material to 
concrete, brick, stone, plas- 
ter. Wilhold Products, Dept. 
AL, 678 Clover, Los An 
geles 31. 
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Masonry Paint 


Trade-named Acrytex, a 
new all-purpose masonry 
paint is avilable in ready- 
mixed colors. It may be used 
indoors or outdoors on all 
types of masonry surfaces. 
or as a roof coating over 
asphalt shingles. O’Brien 
Corp., Dept. AL, 2001 W. 
Washington, South Bend 21, 
Ind. 
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(continued on next page) 


Here it is 
and i®s 


Pat. Applied For 


RikgzalIb 
Hex Wrench 


Time-Saving, Positive, 4-Sided Grip 
on Hex and Square Nuts 
«e+ immediately popular seller! 


Here’s the adjustable wrench they’ ve needed for 
hexes, squares and flatheads, rough or finished. 
Extra useful—no more skinned knuckles or 
rounded nut shoulders. New wide-open jaw goes 
on easily . . . won’t slip off. 4-sided grip gives 
extra leverage. Stays to adjusted size during use. 
Famous RIGID heavy-duty design, guaranteed 
housing. Narrow jaw makes work easy in tight 
places, even on thin nuts. The new RIGeaim Hex 
Wrench gives them more for their money than 
wrenches costing twice as much. Show it and 
they buy it. Order from your Wholesaler today! 


For hexes 
For squares 


Flatheads, too. 


Available in 3 Sizes 


No. 11, ¥%” to %4”—No. 17, %” to 1'%4"—No. 25, 1” to 2” 
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PAINTS & SUNDRIES 


(begins on page 95) 





Removes Paint 


Called Strip-X, a new low- 
priced paint remover is said 
to remove all finishes— 
paint, varnish, shellac, lac- 
quer, synthetics and resin- 
emulsion paints. A  semi- 
paste, it works by loosening 
the paint film. Klean-Strip 
Co., Dept. AL, 2340 So. 
Lauderdale, Memphis 6, 
Tenn. 


— fo} 


Strypeeze 


SPECIAL 


Strypeeze Special 


A new. non-flammable, 
water-rinsable paint remov- 
er, called Strypeeze Special, 
is a companion item to the 
maker’s semi-paste Strypeeze 
Regular. Both products now 
are being marketed as a 
complete paint remover 
package. Savogran Co., 
Dept. AL, 259 Lenox St., 
Norwood, Mass. 
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Adds Three Products 


A new waterproof mason- 
ry coating, Water Shield 
stops dampness, water leak- 
age or seepage in basements, 
it is said. Two other prod- 
ucts, Hydro-Plug, which 
stops active leaks, and Sili- 
cone Aqua-Pel, a masonry 
water repellent, are  an- 
nounced. Camp Co., Dept. 
AL, 6958 S. State, Chicago. 
C rcle No. 232 on Coupon, page 104 


Spray Varnish 


Super Valspar, now avail- 
able in a new spray can, may 
be used on fine furniture, 
woodwork, metal screens, 
etc. It is available in two 
finishes: clear gloss for a 
high lustre, and semi-gloss 
for a Chippendale finish 
Valspar Corp., Dept. AL, 7 
E. Lancaster Ave., Ard- 
more, Penna. 
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Protects Carpeting 


Trim-Liner is a durable 
steel tool with tough baked 
enamel finish that elimin- 
ates need for removing base- 
boards when painting car- 
peted rooms. It’s used to in- 
sert protective sheets under 
or next to base-shoe mold- 
ings. Tested Products, Dept. 
AL, 1005 Commerce Bldg., 
St. Paul 1. 
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For Porches & Patios 


New Gold Bond Porch & 
Patio latex paint now is 
available in six deep colors 
and tinting white. It is easily 
applied by brush or roller 
over masonry, concrete or 
wood floors. Dries to a glos- 
sy finish. National Gypsum 
Co., Dept. AL, 325 Dela- 
ware Ave., Buffalo 2, N. Y. 
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Seven Products Highlight Line 


Pratt & Lambert offers seven prod- 
ucts, which highlight its line. They are: 
Primafil, a new product for concrete, 
cinder and other aggregate blocks; Va- 
pex Flat Wall Finish, a vinyl emulsion 
flat wall coating for interior walls and 
ceilings; Lyt-All Spectrum Color for 
decorating walls in deep colors or for 
shading or toning other paints; Oil Stain, 
which may be used on both hard and 
soft woods; Alkatite Cement & Stucco 
Paint, a synthetic rubber-base paint for 
painting exterior masonry surfaces and 
asbestos-cement shingles (except on 
roofs) and siding; Exterior Rustic Stains 
and the firm’s Tube System of Calibrated 
Colors (R). Pratt & Lambert, Inc., Dept. 
AL, 75 Tonawanda St., Buffalo 7, N. Y. 
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NEW: 


oa 
Ladd) | 43a SKIN PACKED” on 
MAGNET-LATCH Colorful Hang-up Cards for 


a SELF-SERVICE 
\ IMPULSE SALES 


Eye-catching hang-up cards sug- 
gest many Magnet Latch uses... 
Give complete mounting instruc- 
tions. Punched for peg racks, wire 
racks, strip racks. Designed also 
for counter bins. Circled for deal- 
er price. 


Magnet Latch 


Adds Paint & Varnish Remover 


The DuPont Finishes Div. announces 
that its new paint and varnish remover 
is fully water-washable, non-flammable 
and heavy-bodied so that it stays put on 
vertical as well as flat surfaces. Since it 
is wax-free, no neutralizing or after- 
wash with solvents is required before re- 
painting, it is said. It is compounded to 
simplify the job of completely removing 
paint, enamel, lacquer, varnish, shellac, 
synthetic enamels, rubber and vinyl base 
paints from wood, plaster, masonry and 
hardened paint brushes without harming 
these surfaces, says maker. DuPont Fin- 


ing on storage cabinets, one magnet MAGNET-LATCH ishes Div., E. I. DuPont De Nemours 
latch with colorful hang tag with each & Co., Dept. AL, Wilmington 98, Dela. 


gross order. Circle No. 237 on Coupon, page 104 


HEPPNER SALES CO., P.O. BOX 608, ROUND LAKE, ILLINOIS 


Sealed-in-plastic ‘‘skin pack’’ pro- 
vides complete visibility. Keeps 
cards from soiling. Vacuum sealed 
to card to prevent damage or 
pilferage. 


Oo. Round Lake, Hl. 


HEPPNER SALES C 


FREE: Counter demonstrator. Miniature 
door section with mounted magnet latch 
invites customers to feel 10 Ib. holding 
power. Reg. $3.00 value, yours FREE 
with first 3-gross order. FREE—for mount- 





(for more new products, see page 98) 
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Amazingly 
Different The 


Your Answer Kitchen 


to Quick Sales aatetam ate Canales 
and Profits... 
equal! 


For your profit and your cus- 
tomers’ satisfaction, TAMMS is your 
No. 1 paint seller! Indoors or out, it 
does a top quality job . .. handles easily, 
saves money, looks beautiful — in white and 
a rainbow of colors. 
To Help You Sell... 
Tamms Paints are advertised in 


LIFE, and SAT. EVE. POST 





Tamms STRETCH 


oe Li | FLAT LATEX PAINT 
A really first class flat 
latex paint that sells at 


a low price, gives you a 
fast turnover and a very 
healthy profit. In white 


° = and 10 colors for all 
Every Unit sa 6 interior surfaces. 


KITCHENS Completely 


Surfaced Ay | tomms TV P 


Most revolutionary kitchen on the market Inside and 8 «All-Purpose PAINT 
today! Its clean functional design, many my Fast-moving, high profit, all- 


H purpose paint simply 
work-saving features and above all, Out With t — re poe - 
its enduring NEVAMAR surfaces make NEVAMAR my ts : industrial fumes, salt and 


it a lifetime investment. NEVAMAR ‘ popes ngge ta gandhi 


cabinets never need painting or refinish- High-Pressure ee gen poe Ray 
, plasterboard or any interior 


ing. ‘ , chi . Thei ‘ ; 
ing. They won't crack, chip or peel. Their Laminates | df surfeces. 12 recdyenined ond 


super-smooth surfaces lock out dirt... 12 inter-mix colors and white. 


stay lovely as new thru the years. 
NEVAMAR KITCHENS are going places ; 4 
—fast! Build your kitchen business to This is s Tamms Ss k L A = tT & xX 
NEVAM AR TEXTURE PAINT 
Always a good seller—makes y 
\ hy auanaaey —_ | cracked, old ceilings and 
aed lasting Deauty f walls look like new. Seals 
. |» vesistant to cigarette bores | oe Cracks, Covers, Decorates in 
Oppor tunit y for / <a wid | oo ry one fast, easy job. Mixes 
/ gat a commad one ‘ instantly with water—sets up 
° | ecvamay "8 aflected by atconet slowly for easy texturing. 
e thei acids, 
mene po ger 12 ready-mixed and 12 inter-mix 
Some territories are still open Ke cl. tS © easy to clase colors and white. 
for dealer franchises on NEVA- Good Housekeeping © eves sends panting Write for details, prices and 
MAR kitchens. Write for full © 0s covernse ASE ee al promotional materials! 
information to: 


N EVAMAR KITCHENS Ta mim Ss INDUSTRIES, CO. 


228 North La Salle St ° Chicago 1, Ill 


new heights with the one, completely 
different line that has all America talking. 





Div. of National Store Fixture Co., Inc. e ODENTON, MARYLAND 


Circle No. 58 on Coupon, page 104 Circle No. 59 on Coupon, page 104 
September 15, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Tools, Power 





* a 


introduces a Driver-Drill 


Called the Driver-Drill, a new two- 
way power tool combines the features of 
a high-torque, positive drive screwdriver 
and a rugged %” drill in the same unit. 
It spans the complete range of driving 
jobs, from heavy-duty production work 
to delicate precision fastenings and can 
also be used to drill holes in wood or 
steel, says maker. This is done by at- 
taching a special geared key drill chuck 
with 4” hex shank which is inserted in 
the tool’s regular Quick-Change chuck. 
Thus, the operator can first drill pilot 
holes and then drive screws without need 
for another tool. Available in two mod- 
els: No. 2660 with saw grip and No. 
2860 with pistol grip. Millers Falls Co., 
Dept. AL, 57 Wells St., Greenfield, Mass. 


Circle No. 238 on Coupon, page 104 


A Boxed Workshop 


With the particular needs of the seri- 
ous home mechanic in mind, a new 
Home Mechanics Kit is a complete handy- 
man’s workshop in a single box. Includ- 
ed are a 30-piece Drill Kit for drilling, 
sanding, polishing, buffing and grinding 
as well as a 21-piece socket wrench set. 
A Cummins %” drill drives all the power 
accessories. Designed especially for the 
home mechanic who works seriously 
at his own car repairs, the kit may be 
used for assembly work, appliance and 
garden equipment repairs and other jobs 
in the home and shop. Cummins Portable 
Power Tool Co., div. of John Oster Mfg. 
Co., Dept. AL, 5055 N. Lydell Ave., 
Milwaukee, Wis. 

Circle No. 239 on Coupon, page 104 


Has Quarter-inch Drill 


A new quarter-inch electric drill, model 
140, is designed to provide dealers with 
a high quality promotional power tool 
which can be sold at retail under $20, 
says maker. Rated at 2.5 amperes, the 
140 has a geared chuck, self-lubricating 
bearings, hardened steel gears, super- 
sheen aluminum finish, turbine-type cool- 
ing fan and locking trigger switch. Comes 
with chuck, key, 2-conductor cord and 
plug. Mall Tool Co., div. of Reming- 
ton Arms Co., Dept. AL, Bridgeport 2, 
Conn. 
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Do-It-Yourself Cement Mixer 


The new KOL Cement Mixer is small 
enough for easy portability, yet large 
and rugged enough for any one-man 
mixing job. The complete unit including 
the motor packs kd in the five-gallon 
pail that doubles as the mixing drum. 
It’s lightweight, only 35 pounds including 
motor, and takes only two square feet 
when set up. Yet one man can mix 8 
cubic feet of concrete every hour all day 
long and doesn’t even need a wheel- 
barrow, says maker. It’s fast, batch mix- 
es in just two minutes. Ideal for patching 
walls; pouring patios, sidewalks; repoint- 
ing chimneys; setting fence posts, etc. 
KOL, Inc., Dept. AL, 2323 Ellis Ave., 
St. Paul 14, Minn. 


Circle No. 241 on Coupon, page 104 


(continued on page 100) 


Shopsmith Mark 2 


A multi-purpose tool, the 
Shopsmith Mark 2 is a com- 
bination table saw, disc sand- 
er, lathe, horizontal drill and 
vertical drill press. A com- 
plete home workshop, it’s op- 
erated with one integrated 
power source. Yuba Power 


table extensions. Shopmas- Products, Dept. AL, West 
8th at Evans St., Cincin- 


ter, div. of Energy Mfg. Co., ‘ 
Dept. AL, Monticello, Iowa. nati 2. 
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A DeLuxe 8” Saw 


A new Shopmaster tilting 
arbor table saw with com- 
pletely new design is called 
the TA8-A DeLuxe. It comes 
complete with rip fence, 
mitre gauge with stop rods, 
rip fence track and two side 





Over 80,000,000 consumers will see 


BIG AD 
CAMPAIGN 








Ask your jobber for details or write to 


ARROW FASTENER CO., INC. 
1 Junius St., Bklyn., N. Y. 


Pioneers & pacesetters for over a quarter of a century! 


Lumbermens 4M U7 “apy | 


H. G. Kemper, president 
Mutual Insurance Building, Chicago 40 


James S$. Kemper, chairman 
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You can make money 


by promoting (ss) American 
Welded Wire Fabric Reinforcement 








SELL BUILDERS 


Every sale of concrete offers a good op- 
portunity to add the sale of welded wire 
fabric reinforcement at a good profit. 
Builders are being pre-sold for you on 
the advantages of American Welded 
Wire Fabric in magazines like House & 
Home, American Builder and Practical 
Builder. All you have to do is let them 
know that you sell American Fabric. 
We have the ad mats and the promotion 
pieces you need to tie-in effectively and 
profitably .. . to merchandise American 
? Welded Wire Fabric—and they are yours 
—_ ——— ie als free. Just send the coupon. 











SELL HOME OWNERS 


American Welded Wire Fabric increases 
property valuation because it adds 30% 
to the durability of concrete. This in- 
creased durability results in a higher 
resale value and it cannot be added after 
completion of the home. 

Patios, swimming pools, and other 
concrete structures have a place in re- 
modeling and modernization projects. 
Home owners, too, are being alerted 
through advertising to the benefits and 
the low cost of American Welded Wire 
Fabric Reinforcement. 


USS and American are registered trademarks 


Be sure that concrete you sell is reinforced 
with American Welded Wire Fabric 
that has been sold by you 


Q 
Y | 
@ g | 
BUYERS WILL ASK “kt 
FREE MERCHANDISING AIDS! 


ee ee ee 


American Steel & Wire 
Rockefeller Building 
Cleveland 13, Ohio 

















Please rush me your free profit-building kit that 
will help to tie-in with your advertising and sell 
American Welded Wire Fabric as an extra 
bonus on regular concrete sales. 


American Steel & Wire 
Division of 
United States Steel 


Columbla-Geneva Stee! Division, San Francisco, Pacific Coast Distributors 
Tennessee Coal & tron Division, Fairfield, Ala., Southern Distributors » United States Stee! Export Company, Distributors Abroad 


Pe ee 
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ra yours 
INTHENYLON & 
CORD BUSINESS } 


® The Easy Way 

® The Low Inventory Way 
® The Low Cost Way 

® The Packaged Way 

® The High Profit Way 





100% NYLON 
BRAIDED CORD 
PA RACK 


That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 
is one reel each of 1/8”, 
3/16", V4” and 5/16”. Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


John H. Graham & Co. Inc. 
105 Duane St., New York 8, N. Y. 
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Tools, Hand 


Magnastat Soldering Irons 


_ New Weller soldering irons with built- 
in Magnastat temperature control auto- 
matically maintain correct soldering tem- 
perature, says maker. Sensing device is 
in the tip. Just plug in the Magnastat sol- 
dering iron; no other equipment is need- 
ed. All structural parts are stainless steel. 
Three models are available to cover all 
electrical soldering requirements, says 
maker. Weller Electric Corp., Dept. AL, 
601 Stone’s Crossing Rd., Easton, Penna. 
Circle No. 244 on Coupon, page 104 


Air-Operated Hand Nailer 


A new portable, air-operated hand 
nailer can do anything an ordinary ham- 
mer can do and do it five times faster, 
says maker. By making efficient use of 
air as the driving force, the tool pro- 
vides a practical way to drive and set 
standard box nails automatically—at a 
rate of 90 to 100 nails per minute. It 
also can be used overhead as well as 
vertically and horizontally. Currently, 
two different nail sizes are available for 
use in the Hand Nailer (1'44” and 112”) 
in two styles (bright or annular ringed). 
Fas’ Nail, Div. of International Staple 
and Machine Co., Dept. AL, P. O. Box 
270, Herrin, Ill. 
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Wood Chisel Set 


An ideal gift item, Dam- 
ascus’ wood chisel set No. 
300 is attractively packaged 
in clear acetate-covered box 
with handy wall bracket. It 
includes four Dasco Steel 
Wood Chisels—sizes %4”, 
4", %” and 1”. Damascus 
Steel Products, Dept. AL, 
2215 Kishwankee, Rockford, 
Ill. 


Circle No. 246 on Coupon, page 104 
Hook Blades 


New hook blades for the 
cutting of linoleum, roofing 
material and rubber are 
available. Two razor-sharp 
hooked ends on each blade 
accurately trim to exact di- 
mensions on the first cut, 
says Stanley Tools, div. of 
The Stanley Works, Dept. 
AL, 111 Elm St., New Bri- 
tain, Conn. 

Circle No. 248 on Coupon, page 104 


Hacksaw Frame 


New lever tension prin- 
ciple of this hacksaw frame 
makes it possible to change 
blades in five seconds. 
Tagged with a sales card, 
each frame comes equipped 
with the Griffin Double 
Edge Blade, 18 teeth on one 
side, 24 on other edge. G. 
W. Griffin Co., Dept. AL, 
Franklin, N. H. 
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(for more new products, see page 103) 


Mason’s Level 


A genuine mahogany ma- 
son’s level with reinforced 
aluminum I-beam construc- 
tion is designated the No. 
MP48-48”. It has 6 clear, 
Pyrex vials; 4 plumbs and 
2 levels. Large bubbles and 
black lines make vials easy 
to read. Exact Level & Tool 
Mfg. Co., Dept. AL, High 
Bridge, N. J. 


Circle No. 247 on Coupon, page 104 


Stapling Hammer 


A new stapling hammer, 
model HS5, is effective for 
tacking in all soft materials 
and many hard woods. Also 
an excellent tool for install- 
ing  foil-type insulation. 
Loads quickly with a strip of 
157 low-cost staples. Bos- 
titch, Dept. AL, 2005 Briggs 
Dr., East Greenwich, R. I. 
Circle No. 249 on Coupon, page 104 


Fastening Tool 


Called Shure-Set, a new 
fastening tool drives like a 
nail and holds like an anchor 
in masonry and concrete, 
says maker. Needs only ham- 
mer power to fasten almost 
any wood or thin steel item 
to concrete. Ramset Fasten- 
ing System, Dept. AL, 12117 
Berea Rd., Cleveland 11. 


Circle No. 251 on Coupon, page 104 
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REFLECTOR HARDWARE CORP., DEPT. AL-9 # 
1400 NORTH 25th AVE., MELROSE PARK, ILL. 


Gentlemen: Please RUSH my free copy of the « 
new Spacemaster 59-S Catalog. 


NAME___ —_—__— — 
POSITION 
FIRM NAME_ 
ADDRESS. 
CITY ZONE... STATE 


Se anu” See eeegee tana 


NEW 


FROM COVER 
TO COVER 

















lee 


MAIL COUPON FOR YOUR COPY 


dhs pacem nine 


¢ SPACEMASTER MERCHANDISING UNITS 


© DIAMOND PATTERNED METAL SHELVES, 
- PANELS AND ACCESSORIES 


Vals Gly Seecealllll © BINNING, SPLICING AND SIGNING 


EFLECTOR wang cor PS mee 


NEW YORK OFFICE MAIN OFFICE AND FACTORY PACIFIC COAST OFFICE AND SHOWROOM 


NEW items. 
AND SHOWROOM dy Set Selection Guide Seids 


225 W. 34th ST. 1400 N. 25th AVE. 851 S. LOS ANGELES ST. po eed —_ or +. devesioniet 
NEW YORK 1,N. Y. MELROSE PARK,ILL. LOS ANGELES 15, CALIF. er be pole ane ete tain sate sa 

















REDUCE delivery costs 
SPEED UP deliveries _ 


ae a a a 
w. C. DO. Compicte . rs 
| WES mam Struck body 7 
Above is average of timber being cut today on our second Bed: Shipped Ss LY 
z. 4 
"= YY 


cycle cutting on 200 Thousand Acres of timberland. Annual KD. Easy SS 
cut 22 Million feet for past half century under exacting ¥ 
Forest Management Plan without depletion. 

Mounting 


HARDWOODS — WHITE PINE —— HEMLOCK i 


Write, wire, phone for Unload a Load 


DEFEND YOUR TRADE WITH Catalog and Prices or Half Load at a Time 


MENOMINEE INDIAN MILLS 
+ Vad The R-B Company 


Neopit, Wisconsin 
Air-dried QUALITY LUMBER Kiln-dried \ 1921 Guinotte, Kansas City 20, Mo. 
~e aus 
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American 


Lumberman 
Classified 





Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c¢ per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 
discount 


No agency commission or cash 


allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box nurvbers or 
mailing copy for ads address them to: 

AMERICAN LUMBERMAN, INC. 

59 East Monroe St., Chicago 3, Ill. 

Phone: Fi 6-7788 











HELP WANTED 











Wonderful opportunity for a good salesman 
to sell builders’ hardware and specialties to 
lumber yards in established territory for 
largest distributor on the East Coast. Gen- 
erous draw against commission. Yearly 
earnings excellent. Reply Box D-62, Ameri- 
can Lumberman, Inc. 


FHA TITLE II MAN 

Large Florida Retail Lumber and Building 
Material Dealer wishes to employ man ex- 
perienced in making applications for and 
processing FHA Title II Loans, and VA 
Loans, and in the handling of Construction 
Mortgages. Must have good record. Address 
Box E-23 American Lumberman, Inc. 


SALES MANAGER WANTED 

Large volume retail lumber company with 
aggressive advertising schedule and large 
ticket package sale desires experienced man 
interested in top earnings. Company bene- 
fits. Excellent opportunity with growing 
firm in Chicago area. Address Box E-24 
American Lumberman, Inc. 


EXCELLENT POSITION 
with 
WOODWORK INSTITUTE OF CALIFORNIA 


Director of Architectural Services, open for 
qualified man to contact architects through- 
out the state to promote the proper use of 
millwork and assist them with specifica- 
tions for same. Must be able to prepare and 
present programs for various interested 
groups, including W.I.C. meetings. Will be 
asked to prepare technical millwork bulle- 
tins to be distributed to architects. Previous 
association work would be a valuable asset 
though not required. Substantial salary, car 
and expenses. Give complete qualifications 
in first reply. Woodwork Institute of Cali- 
fornia, 1833 Broadway, Fresno, California. 


SALESMAN FOR ARKANSAS AND OKLA- 
HOMA AREA. Leading manufacturer of 
builders hardware needs employee salesman 
due to transfer of present salesman. Prefer 
man with southern background, age 27-35, 
2 years college, experience in hardware 
field. Salary, commission and expenses. Good 
retirement and insurance program. Address 
Box E-33 American Lumberman, Inc. 


DETAILER AND BILLER 


Florida Millwork Company wishes to employ 
a draftsman experienced in Detailing and 
Billing. Send full particulars of experience 
and references. Address Box E-34 American 
Lumberman, Inc. 





LUMBERMAN 
For reputable yard—13 aggressive years, of- 
fers rmanent employment to aggressive, 
intelligent man. Must be experienced in- 
side work. Chicago area. ail complete 
resume. Our employees know of this ad. 
All replies confidential. Address Box E-45 
American Lumberman, Inc. 





SITUATIONS WANTED 











Experienced Lumberman wants 
position managing wholesale 
building material or wholesale 
carload business. Address Box 
E-36 American Lumberman, Inc. 


SALES REPRESENTATIVE 
WANTED 








WANTED—Manufacturer Representa- 
tive—to sell complete line of orna- 
mental iron and aluminum railing and 
columns. A Do-it-yourself item—a 
volume product with fast turn-over 
Liberal Commission. State area _ in 
which you sell when writing for de- 
tails 
ELITE FABRICATORS. 
Bel Air, Maryland 


Nationally known door lock manufacturer 
selling to lumber, building material and 
hardware trade has openings for established 
commission sales representatives in some 
choice protected territories. Address Box 
D-55, American Lumberman, Inc. 


Expanding Eastern Manufacturing Firm of- 
fering line of Drywall Corner Beads and 
Wallboard Joint Tape, desires active com- 
mission sales representation in the follow- 
ifig areas: Nashville, Tenn., Cincinnati, 
Ohio, Evansville, Ind., Chicago, Ill. St. 
Louis, Mo., Jacksonville, Fla., Tampa, Fla. 
Prefer building material following. Reply to 
P. O. Box 97, Garwood, New Jersey 





SALES REPRESENTATIVES 
AVAILABLE 











Manufacturers Representative desires good 
connection on Millwork, Plywood, Doors, 
oe and Moulding, calling on Building 
Material jobbers in Southern States with 
protected territory. Address Box E-40 Amer- 
ican Lumberman, Inc. 


Manufacturer’s Representative: 12 year 
background, sash & door & building mate- 
rial jobbers wishes to relocate Madison, Wis- 
consin area. Now covering Missouri, Illinois, 
Iowa, out of St. Louis. Can furnish excellent 
references. Age 42, married, 4 children, col- 
lege 3 years. Address Box E-41 American 
Lumberman, Inc. 





BUSINESS OPPORTUNITY 











FOR SALE 

Old established retail lumber and building 
materials company, with excellent financial 
reserves and a long record of substantial 
annual earnings. Located in a good business 
town, with a large trading area, in the pic- 
turesque mountain country of New Mexico, 
long famed for its mild, healthy climate and 
daily sunshine—its many outdoor recreation- 
al activities like hunting, fishing, etc., etc. 
Inventory and equipment roughly 000.00. 
Real estate $37,000.00. Terms might be ar- 
ranged with responsible parties. Reason for 
selling: Heirs are in own business in a dis- 
tant area. Address Box E-42 American Lum- 
berman, Inc. 


BUSINESS FOR SALE 











Prosperous building material business in 
Michigan's best tourist town. Ample ware- 
houses and yard space. Large, modern sales- 
room. Best of proapee’. ould prefer to 
lease land and buildings. About sixty thous- 
and will cover stock and equipment. Apply 
Box B-43, American Lumberman, Inc. 


For Sale: Nebraska Yard. Priced to sell 
Owner wishes to retire. Address Box E-43 
American Lumberman, Inc. 


For sale: Because of other business inter- 
ests, lumber yard and hardware store in 
one of Texas fastest growing towns. Sheds, 
yard space, display room and office—near 
depot on railroad lease—small inventory to 
help sale—See V. L. Miller—202 W. Front— 
Arlington, Texas 





MACHINERY FOR SALE 











FOR SALE 


V-60 Yates Resaw 60” LH-tilt rolls. Prac- 
tically new. Pilot wheel set works for frac- 
tional sawing. V-belt drive 75 HP. Six 18 
gauge saws. Last word for complete unit 


$8,100.00. 
HUSS LUMBER COMPANY 
1350 W. Fullerton Avenue 
Chicago 14, Illinois 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis. Minn 
LUMBER ROLL-OFF—16’ Bartlett Trailer 
Vacuum brakes. Good condition—$1,500.00. 
Cook County Lumber Company 


200 East 130th Street 
Chicago 28, Illinois WAterfall 8-2100 





First Complete Report on 
National Lumber Campaign 

It’s “busy beaver” time at 
headquarters of the National 
Lumber Manufacturers Associa- 
tion this month, as the final 
flourishes are put on the long- 
awaited multi-million dollar mer- 
chandising program designed to 
make American home buyers 
and builders more “wood-con- 
scious.” 

The first complete and au- 
thorized editorial report on the 
campaign will appear in your 
next issue of American Lumber- 
man, September 29th. Dealer 
examples of successful lumber 
merchandising will also be part 
of the number. 
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Profit Magic Tool Packages 


Four Profit Magic tool packages have 
been created by Skil to give the dealer 
his full profit margin and at the same 
time offer the consumer substantial sav- 
ings on Skil tools. Each package will be 
shipped in its own self-display carton 
and each will describe the product fea- 
tures and savings. The first package is 
the Skil Saw ’n Table Shop, pictured 
above. It contains a Skil 6%” Saw 
(Model 536), saw table (Model 576) 
and a new Perma-Grit tungsten carbide 
abrasive wheel. Normally these items 
would retail for $81.85. However, in 
the Profit Magic package, the retail price 
will be $69.85. The second package will 
be a Saw ’n Sand Shop; package No. 3 
will be a Powerhouse Drill Kit and the 
fourth package will be called the Refin- 
isher Workshop. Skil Corp., Dept. AL, 
5033 N. Elston Ave., Chicago 30. 


Circle No. 252 on Coupon, page 104 


Power Tool for the Homeowner 


The new Power Driver is engineered 
to efficiently perform long, continuous 
operations such as trimming hedges, 
polishing cars or finishing sanding, as 
well as sawing, drilling or screwdriving. 
Weighing only 3/2 pounds, the unit is 
driven by a B&D-built motor to deliver 
a full %4 hp. By the addition of the 
proper attachment or accessory, the unit 
can power an entire workshop or be 
converted to over 24 different jobs. It 
can be integrally affixed to any major 
B&D 14” drill attachment to form a neat 
close-coupled assembly for one-hand op- 
eration. Attractively packaged, the Power 
Driver is offered at a special introductory 
price of $26.95 until Dec. 26, after 
which time the retail price will be $29.- 
95. The Black & Decker Mfg. Co., Dept 
AL, Towson 4, Md. 


Circle No. 253 on Coupon, page 104 


Offers Free Accessories 


A ’58 Christmas sales program is offer- 
ing free accessories and special gift wrap- 
ping with each portable electric tool to 
help dealers sell Thor’s No. 2314” Speed 
Drill, No. 15R SpeedSander and No. 
440 jig saw as Christmas gifts. Six high 
quality twist drills will be packed with 
each Thor No. 23 SpeedDrill, a Carbi- 
Grit permanent metal abrasive sheet 
with each No. 15R SpeedSander and 
four metal and woodcutting blades with 
each No. 440 jig saw, with no charge 
to dealer, wholesaler or customer for 
these Christmas bonus accessories. The 
attractive cardboard window and counter 
displays shown above are a part of the 
sales program. Thor Power Tool Co., 
Dept. AL, Prudential Plaza, Chicago 1, 
Ill 

Circle No. 254 on Coupon, page 104 
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ORDER NOW—FROM CLEVELAND 
PLYCLIPS 


Eliminate wood blocking on plywood 
roof construction. Extruded aluminum 
alloy. 5 sizes from 3/8" to 13/16". Send 
for Plyclip brochure 


Developed and tested . 
by Plywood Research 
Foundation. 


STRONGER JOINTS 
AT LOWER COST— 


CLEVELAND 3-WAY 
FRAMING ANCHORS 


Faster more rigid framing—nails 
actin shear for greatest strength. 
No toe nailing! No splitting! 


3 styles—/8 gauge galvanized steel 


MORE THAN 50 TOP-QUALITY BUILDING PRODUCTS 
WRITE FOR CATALOG—OR SEE IT IN SWEETS 


CLEVELAND STEEL SPECIALTY CO., INC. 


ESTABLISHED 1924 — 3771 EAST 91st STREET, CLEVELAND 5, OHIO 
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“They’ve been making pick-ups three times 
a day since we started suggesting “SScorcu’”’ 
Brand Masking Tape with every paint sale!”’ 
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SPECIAL OFFERS 


(begins on page 103) 





Free Hardware Bonuses 


Substantial free hardware bonuses will 
go to dealers who buy Amerock Twin- 
Size display (above) or the No. 2500 
Revolving display during its Giveaway 
program in Sept. and Oct. Extra hard- 
ware for resale included with each dis- 
play not only returns the dealer's full 
investment, but gives him a markup of 
at least 50% —plus the permanent hard- 
ware display—announces Amerock Corp., 
Dept. AL, Rockford, III. 

Circle No 


255 on Coupon, page 104 


Ajax Spring Assortment 


A new 1,000-spring assortment (No 
750), with spring for more than 100,000 
uses, is offered in combination with 
metal display rack and five-drawer metal 
cabinet having individually numbered 
drawer compartments. Cost and suggested 
retail of each spring is indicated on back 


of display. Offering a gross of $212.45, 
the entire combination is available to the 
dealer at the cost of $50. Complete 
catalog is available from Ajax Wire 
Specialty Co., Dept. AL, 324 Canal St., 
New York 13, N. Y. 
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Anniversary Sales Special 


The 30th year of manufacturing Delta 
Homecraft circular saws is being celebrat- 
ed by an Anniversary Sales Special. A 
savings of $21 is being given with every 
sale of the floor-model Delta Homecraft 
9” tilting arbor circular saw shown 
above. The list price for this special of- 
fer is $138. The 30th anniversary price 
is $117, a savings of $21 for the cus- 
tomer. The special consists of the 9” tilt- 
ing arbor saw, one set of 22”x5” table 
extensions and a heavy gauge steel stand 
A complete merchandising package, in- 
cluding window banner, mailing litera- 
ture, etc., is being sent to dealers with 
the initial order. Delta Power Tool Div.., 
Rockwell Mfg. Co., Dept. AL, 400 N 
Lexington Ave., Pittsburgh 8, Penna. 
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Corbin Merchandising Program 


Corbin’s new panels in action display 
tying in with NRLDA’s 30” x 80” 
Sliding Panel Program supports the mak- 
er’s Pacesetter program designed for the 
dealer. The panels in action shown 
below, as well as a new island mer- 
chandising unit, may be ordered by the 
dealer with hardware applied to his own 
choosing. A dealer may purchase either 
of the displays with the Guardian line 
of locksets for $47, or with the Defend- 
er line of locksets for $57, along with 
an equivalent purchase of builders’ hard- 
ware approximating $195. Thus, the dis- 
plays are available at the exact cost of 
the hardware. P. & F. Corbin Div., The 
American Hardware Corp., Dept. AL, 
New Britain, Conn. 
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ADVERTISERS’ INDEX 


CLDEALER POINTERS, 





Alberta Forest Products Assn. 
Allied Chemical, Barrett Division 
Allied Chemical, Plastics & 
Coal Chemicals Div. 
Ambassa-dor Co. 
American Hard Rubber Co., 
Div. of Amerace Corp. 
American Screen Products Co. 
American Steel & Wire, Div. of U.S. Steel 99 
American Telephone & Telegraph Co. .. 76 
Amerock Corporation 
Archer-Daniels-Midland Co. 
Arrow Fastener Co., Inc. 


Barrett Division, Allied Chemical 
Bestwall Certain-teed Sales Corp. 
Black & Decker Mfg. Co., The 


Clarke Sanding Machine Co 
Cleveland Steel Specialty Co., 
Columbia-Geneva Steel Div. 
Curtis Companies Inc. 


Damascus Steel Products Corp 
Dicks-Armstrong-Pontius, Inc. 

Dodge Corp., F. W. 

Dow Chemical Co., 

Duncan-Morris Co. 

Duraflex Co., The . 13 
Dur-O-waL Div., Cedar Rapids Block ‘Co. 33 


Firestone Tire & Rubber Co., The 
Frantz Manufacturing Co. 


Graham & Co., Inc., John H 


Hager & Sons Hinge Mfg. Co., 

Harbil Mfg. Co. 

Heatilator Div., Vega Industries, Inc. ... 
Heppner Sales Co. 

Heyer Mfg. & Sales Co. .. 


Independent Lock Co. 
International Salt Co., 
Ives Co., The H. B. 


Leigh Building Products, 
Div. of Air Control Products, Inc. 
Lifeguard Industries, Inc. 
Lockwood Hardware Mfg. Co. 
Lowe Brothers Co., The 
Lumbermens Mutual Casualty Co., The . 


Mack Trucks, Inc. .. ; 
Mastic Tile Corp. of America 
McQuay, Inc. 


Asbestos-Cement Panels 


Rehabilitate Old Building 

When C. H. Baumgart, Baumgart 
Lumber Co., Bloomington, IIl., want- 
ed to fix up the appearance of a struc- 
turally sound yard building of very 
dilapidated appearance, he nailed as- 
bestos-cement board over the old sid- 
ing. The new material was even fitted 
over old fascia boards and soffits. 
new roof of asphalt shingles com- 
pleted the job. Result: a good-looking 
building at minimum cost. 


NEW! 
Rod Devil, 


Dragos wae 
Skin 


5s = = 
SANDPAPER 


Mechanix Illustrated 
Menominee Indian Mills 
Minnesota Mining & Mfg. Co 
Minnesota Paints, Inc. 


National Hardware Corp 

National Lock Co. 

National Manufacturing Co. 

Nevamar Carefree Kitchens, 
National Store Fixture Co., 


Pittsburgh Plate Glass Co 
Plastics & Coal Chemicals Div., 
Allied Chemical : ‘ 

Ponderosa Pine Woodwork 





Raynor Manufacturing Co 
R-B Co., The , 
Red Devil Tools . 
Reflector Hardware Corp 
Richards-Wilcox Mfg. Co 
Ridge Tool Co., The 
Roberts Co., The 
Russell & Erwin Div., 

The American Hardware Corp 


Sargent & Co 
Sensenich Corporation 
Silcrest Co., The 
Skil Corporation 
Standard Tile Co., 
Stanley Hardware, 

Div. of The Stanley Works 
Stanley Steel Strapping, 

Div. of The Stanley Works 
Stanley Tools, 

Div. of The Stanley Works . 
Supplex Co., Div. of Amerace Corp. 


Tamms Industries Co. 
Tennessee Coal & Iron Div. 








U. S. Plywood Corp 
U. S. Steel Corp. : 
U. S. Steel Export Co 


*SANDS*RASPS _ 
*SMOOTHS... 


Wood, plastics, 
metal 


Virden Co., John C 


Warp Brothers SEARO AE 
Washington Steel Products, Inc. . 
Weller Electric Corp. 

Welsh Plywood Corp. 

Wilkenson Mfg. Co. ..... 

Wood Conversion Co. .. rea eds Union, MN 
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Yale & Towne Mfg. Co., The 





For proper installation of ceiling tile sure! se only 





Dealer Aids 


American Lumberman 


ARROW’S CEILTILE STAPLES 


eliminate ageing ceilings caused by Hidden Fracture 


Here’s the big difference you usually can’t see! 





STORE DESIGN: You can have the professional 
architectural services of James N. Lindenberger. 
Mr. Lindenberger specializes in new and re- 
modeled buildings for building materials deal- 
ers. He headquarters at American Lumberman, 
and works for dealers in all parts of the 
country. Will travel. 


Write AMERICAN LUMBERMAN, 


59 E. Monroe St., Chicago 3, Ill. 














ORDINARY STAPLE 
Often fractures the flange 
on underside 
© The fracture causes loss 
of 50% of staple’s hold- 
ing power; sassing, wavy 
ceilings result 
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Armstrong 


CELOTEX 


Gold Bond 


Ov4OIMe PROOUCTS 


ARROW’S CEILTILE STAPLE 
* 


° Flange is never fractured . 
CEILTILE penetrates perfectly! 
- —— cement coating provides 
dous holding power! 


Ceiltile used only 
with ARROW’S T-50 
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Sales Aids—— 


Companion Floor Units 


A new National Lockset merchandising 
floor unit (No. 501) shown at right 
above is designed as a companion dis- 
play to the popular Medalist Cabinet 
Floor Unit No. 500 (left). Colorful and 
compact, No. 501 keeps display and 
stock of locksets in one place. Consist- 
ing of heavy-duty %” pegboard back 
and sturdy legs, its open shelves will 
carry a stock of 160 locksets. The unit 
is available to dealers free of charge 
with a quantity order of locksets. Used 
as companion floor units, the two mer- 
chandisers will provide a dealer with a 
complete lockset, cabinet hardware and 
shelf hardware department. Medalist 
ey div., National Lock Co., Dept 

, 1902 Seventh, Rockford, Ill. 
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DAP Offers a Dealer Kit 


Heart of a new DAP promotion pro- 
gram for the last half of 1958 and the 
first half of 1959 is a consistent schedule 
of advertisements to appear in consumer 
publications, including American Lumber- 
man’s Home Maintenance & Improve- 
ment magazine, to promote the DAP 
name, DAP home-use products and DAP 
packages the year ‘round. As a strong 
tie-in, DAP is offering its dealers a 
colorful kit including banners, handout 
folders and other sales helps to assist 
them in selling DAP putties and glazing- 
caulking-sealing compounds. Dicks-Arm- 
strong-Pontius, Dept. AL, Dayton 3, 
Ohio. 

Circle No. 260 on Coupon, page 104 


Packaged Brush Assortment 


A brand new, handsomely packaged 
brush assortment, available in both pure 
bristle and/or Tynex nylon, is called 
Superama. Brushes in the two new as- 
sortments are mounted on sturdy, colorful 
die-cut cards and each card is prepriced 
to create instant sales. Priced to bring 
a full 40% profit to dealers, both as- 
sortments are available with a free dis- 
play rack suitable for use on store count- 
ers or islands. Replacement brushes are 
available from open stock. Baker Brush 
Co., Dept. AL, 83 Grand St., New York 
13 


Circle No. 261 on Coupon, page 104 
Promotes Natural Finishing 


An unusual wall or counter display is 
designed to help dealers capitalize on the 
popularity of pag B wood finishes. 
Mounted in a 10” x ’ richly grained 
walnut frame are sae different types 
of wood panels—fir, pine, birch and 
walnut. All are attractively finished with 


Pryme (sealer) and Fabuloy (clear fin- 
ish) according to various schedules which 
produce finishes from a brilliant high 
gloss to a soft, hand-rubbed effect. La- 
bels on backs of panels describe finishing 
methods. Specialties Div., Pierce & Stev- 
ens Chemical Corp., Dept. AL, 710 Ohio, 
Buffalo 3, N. Y. 
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Tint Tube Colors 

A new tinting system offering 40 top 
fashion colors for use with it powdered 
and liquid water base paints is an- 
nounced by Reardon Co. Since the sys- 
tem utilizes only eight basic colors to 
produce a wide range of shades, the 
dealer needs to stock only the easily 
handled tint tubes of color for use with 
the company’s Bondex Cement Paint, 
Bondex Heavy Duty, Dramex Interior 
Texture Paint and Dramex Ready Mix. 
A special tint tube dispenser display con- 
tains six plastic tubes of each of the 
eight base colors in both one and two- 
ounce sizes, or 96 tubes in all. The Rear- 
don Co., Dept. AL, 7501 Page Ave., St 
Louis 14, Mo. 
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youre looking at the 
ET PUNT SHAKER MADE 


Harbil HB-7 Paint Sheker? 
Exclusive Laboratory Tests 
Make It Choice of Biggest 
Names in American Business! 


The Harbil HB-7... 
$129.50 


F.0.8. Wheeling, Ill. 


== UL ieteand 


al 


1440 WHIP-LASH SHAKES A MINUTE for most thorough 


and fastest agitation of any paint shaker made! 


YET WITH ALL ITS POWER—tuns so smoothly and vibra- 


tionless—IT CAN'T BE BOLTED DOWN! 


TWIN-CRADLE CAPACITY! — Shakes 1/ pt. fo 1 


same time, or will operate with one cradle emply. 


BEAUTIFUL INTEGRATED DESIGN—No crab-like legs or 


gadgets sticking out! 


Write Dept. AL-12 for Details? 
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sisting of: 


2 Doz. Periods 


gal., at 


Send us, via Parcel Post, the initial stock and 
display unit of DUN-MOR rural mail box nameplates, con- 


25 Doz. Letters, 6 each Q-X-Z-&; 
12 each ali others 


3 Doz. Blank Spacers 

1 Doz. Nameplate Raceway Brackets 

1 No. 1 Aluminum Rural Mail Box 

1 Sample Nameplate, Mounted Complete 
12 Letters, 1 Period 


2 Stock Retaining Trays—No Charge— 


Terms 2/10 net 30 F.O.B. Akron 


This Lifetime Nameplate 
SELLS on SIGHT Oxder'7. 


Less 40% 











SHIP TO 
ADDRESS 


city 


ZONE: ._ $ TATE: —____.. 








% eRe, Row. Bee fel. 2. 3 kam og oh 


VALLEY ST. 


48 WN. OHIO 
Ce a ee ee oe se ee 
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Nylon wheel 1% 
inch in diameter 
with solid steel 
axel. Never re- 
quires lubrication. 
Slotted screw hole 
for vertical adjust- 
ment. 














Two Nylon wheels 
13g inch in diam- 
eter. Constructed so 
that weight of 
doors is distributed 
over the whole 
axel. Vertical ad- 
justment feature. 









































© OE 
No. 185 Two Wheel Hanger 














The modern sliding doors that by-pass each other or slide 
into their own recessed pocket are a neat, efficient and 


space saving innovation for the home, the office or the 
factory. Ideal for clothes closets, supply and storage cabinets or for room dividers. 


Either one of the above two hanger styles and the specially designed No. 180 Rail 
will serve every thickness of door from % inch to 1% inch. Rail is hot galvanized to 
prevent rust and is available in 44-inch, 56-inch, 60-inch, 68,inch and 92-inch lengths. 
Rail is adjustable. For further detailed information send for illustrated brochure. 


Wdlori =~ WANUFACTURING COMPANY {ind 
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sam" 
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48” widths 
he Best a 


PA 28", 36", 
48” widths. 


ALL NATIONALLY ADVERTISED 


Ci 
Retail Prices Subject to Change & 4,8 and 14 Mesh 


Galvanized Wire 





America’s 
Fastest Selling 
Storm Window Kit 





READY | TO TAPE rAPE ON 


Two Full Size Storm Windows — Sart 


in Each Kit = 36” x 72” 
ee = 4, Crystal Clear 
en Plastic Sheet 

re, - a: on eee and 200” 
a Special 4” 
2 Sheets Plastic—72” x 36” ee Tape 
36 Feet Fibre Molding - 


2 Packages of Nails 
Packaged in Snappy 3 Color Plastic Envelope 


36” x 72” Plastic 
Sheet 

18’ Fibre Molding 
Package of Nails 
One full size Storm 
window, packed 

in each colorful box 
36 in a Dispensing 
Display Carton 


Packed 12 to Attractive 
Counter Merchandiser 


The Orig; 
Pp, ginal 
Polyethylene 


atti 
ne RIBBED MATTING AND FLOOR RUNNER 


Piast-O- MAT ' = 1} Vinvi-Mat’ 


ta a 

1 doz. rolls 

60” x 30” 

Packed in 

colorful 

Self-Service 9 

Display ii 
Cartons _ 

Tough, Clear, Extra Heavy 


20 ft. x 36 inches 
Sheet 

Plastic 

Mulch. 

Sunlight 

Resistant 

Black : 
Polyethylene 


30” Wide 

25 & 50 Ft. Rolls 
Vinyl Plastic 
Floor Runner 


colors 

Red, Green, = 
Beige, Grey, 
Black 


Bulk Rolls 
50’ & 100’ 
Lengths 


wide 


All Plastic 


Floor Runner Packed Doz. in Counter Display. 


Complete 
Range 


of Practical 


“THE BEST THAT MONEY CAN BUY” - 


_ CovERAL” 


Gauges 
& Widths 





Pre-Cut Packaged 


Sins. 




















Use BLACK COVERALL. 





if Material Will Be Exposed to Sunlight For Any Length of Time, 


MOISTURE-PROOF COVE R Ss 
As Low As C L EA ® 
¢ 5 HANDY 
SUN-RESISTANT SIZES 
Sq. Ft. B L AC 4 available in 
| Look for bn 6 mil black 
| the Name Coverall is WATERPROOF Individually boxed 
Warp's Folded Down on ROT-PROOF and packed 3 toa 
| COVERALL Rolls for Easier ACID-PROOF shipper. 
Seliing & Handling STAYS FLEXIBLE AT 60 
on the edge BELOW ZERO 
} 





COMPLETE KITS FOR DOORS AND WINDOWS 


iD PACKAGED STORM COVERS 


PLASTIC 


INDOW MATERIALS 


oi 


26" Wide 4 vas 4 Mesh 
‘ Plas 


IMS 


WARP’S aitay 


DISPLAY =] 
RACK 


WM 500 


Other Warp Window Materials are 
VINYL-PANE & WINDOW-FABRIC 


DOOR KIT @ [TA 


36” x 84” weather- 

proof kraft with 

12” x 12” clear 

plastic window 

21’ Fibre molding 

Package of Nails 
Individually wrapped, 
ready to sell. Packed 12 to 
a Handy Dispenser Carton 


Individually Sain 
Contains all materials neces- 
sary for a complete family size 
ice skating rink. 


FOR FARM, HOME & INDUSTRY 


DROP CLOTH 


9’ x 12’ of clear COVERALL. 
Individually boxed. 
Packed Doz. to Display Carton. 


-ape-ON)| | 
TAPE en Window Size 


6’ x 10 
Transparent 
Plastic 
Sheet 
and 60’ Special 
Double Face Tape 
Packed 6 in attractive counter 
Display Box 


New type of transparent 
plastic wrap—preserves 
food, protects household 
articles from harmful dust, 
dirt and moisture. 

Comes in convenient 12” rolls, 
50 ft. long in a Dispensing Con- 
tainer. Packed 1 doz. to display 
carton. 


FAST 
TURNOVER 


FULL 
PROFIT 


Pre-Cut Round 


‘Sirace Cover 


4 Gauge Heavy Duty 
Black Coverall 
Individually boxed 
and packed 3 toa 
= 


shipper. 


5 Sizes 













> 


